• ,2 



-8S72 02R 



-, n 16 APRIL 1962 
40c5£pcopy / $8 a year 



SPONSOR 



fHE WEEKLY MAGAZINE RADIO TV ADVERTISERS USE 



£ pairing m local hie it 
— special report on signifi- 
cant new trend buyers ore 
Hatching p 25 

Paint company 'pictures' 
colors through sound — 
striking new techniques in 
radio copy p 33 



A GREAT 

NEW INDEPENDENT STATION 

STARTS 

ITS SECOND YEAR 



The leading independent 
audience in the U.S. ... 



Average share all week, from sign-on 
to sign-off, largest in the country among 
the TV independents, (arb, December issi, 21%) 
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1ME-LIFE BROADCAST, INC. 



MINNEAPOLIS » ST. PAUL 



"next to KONO-tv. . . 
• • this is the perfect way to 




KONO TV, ABC in Son Antonio, gives you more thon twice the oudience 
of either competitor with 54% . . . while others follow with 25% ond 22%. 
(10:00 PM to Midnight, Mondoy thru Sundoy, ARB November '61) 
Double your imoge impocf on KONO TV 

IKtHK KATZ AGENCY, inc. 
National Representatives 



NEW YORK 



PHILADELPHIA 



KANSAS CITY 



WELL COVERED. Th rough its policy of representing a limited numberof 
selected stations in major markets, metro broadcast sales, the na- 
tion's quality Station Representative, offers a thorough, in-depth service 
to clients. agencies and stations. ASOFAPRIL1ST, METRO BROADCAST sales 
WELCOMES ITS NEWEST MEMBER, KM BC RADIO, KANSAS CITY,THE SALES- 
THROUGH-SHOWMANSHIP STATION. Call your METRO BROADCAST SALES 
salesman. You'll hear the full story about KMBC.and its companion sta- 
tions,WNEW,NewYork and WIR Philadelphia. All represent radio at its best: 




Good Listening and Good Selling. 




A SERVICE OF METROPOLITAN BROADCASTING 




no campaign is a 
national campaign 
without 
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CBS • ABC 

KELO-tv SIOUX FALLS; 
and interconnected 
KOLO tv and KPLO-tv 
JOE FLOYD, Pres. 
Evans Nord, Executive 
Vice Pres. & Gen. Mgr. 
Larry Bentson, 
VicePres. 

Represented nationally 
by H R 

in Minneapolis by 
Wayne Evans & 
Associates 






MIDCO 



Mithniit imut Hrondraslinn Group 

KELO-LAND tv 0 radio Sioux Falls, S.D.; WLOL/ 
am, fm Minncapolis-St. Paul; WKOW am 0 tv 
Madison. Wis ; KSO radio Dcs Moines 
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ARTICLES 

Local live tv is on the upswing 

25 Surge in live shows, both studio and remote, i- seen by station men as 
'trend,' based on stronger community lie-, fewer <juality film packages 

What SPONSOR learned about the top 10 spot agencies 

29 In-depth study of media department operations at 10 giant agencies 
which bought radio tv o\er S3 13 million la-t year summary article 

How radio 'pictures' color 

33 Veteran paint maker hacks up theory that '"visual" radio copy can sell 
color by forsaking old ad formal to break out heavy radio campaign 

Test your media knowledge 

35 A list of questions (with answers, of course) designed to give adver- 
tising managers, account executives and their wives, an idea of radio/tt I 

More on radio's creativity (Part Two) 

36 New sponsor survey of 'radio's creative revolution' shows many local 
stations filled with hundreds of imaginative sales-building ideas 

Net tv '61 hike sparked by 47 new sponsors 

38 It was a record year for network tv, as additional outlays by regu- 
lars, monies from newcomers pushed billings to $748.3 million J 

NEWS! Sponsor-Week 7. Sponsor-Scope 19. Sponsor-Week Wrap-Up 50.1 
Washington Week 55, Spot-Scopt 56, Sponsor Hears 58, Tv and Radio | 
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•big voice 

with big tilings to say. That's "The Voice of 
St. Louis." It commands attention with big pro- 
grams. 44 At Your Service," the trend- setting talk 
format. Debates, documentaries, editorials. 
A balanced blend of news, sports, music, talk and 
CBS Radio Network features. It's a big factor in 
the lives of families in ■« a ^P^^ _._ 
America's heartland. J^^L m M 

Big in their buying __ _ B 
decisions, too. There's Am 1 llf 1 Q 

no bigger voice in w« ^k^h^F^k^b^^ B 

M i d - A m e r i c a than. .'.THE VOICE OF ST. LOUIS" 



KMOX Radio is a CBS owned station represented nationally by CBS Radio Spot Sales 




Leave it to Beaver to make 
Thursday funnier than ever 



Thursday night's pretty funny as it is. 

What with such seasoned winners as Ozzie 
& Harriet (1 Oth season). . . The Donna Reed Show 
(5th season)... My Three Sons (3rd season). 

Put Leave It To Beaver in this lineup at 
8:30 p.m. (which is what happens next Fall) and 
Thursday figures to be even funnier. 

The Beaver (where he is now on Saturday 



night) has a Nielsen of over 10,500,000 laughing 
homes, weekly* 

With that strong Thursday night suppor 
we think it a fair assumption he'll get lots mon 
laughs in his new spot. 

Funny business, we needn't remind you, i 
good business. Especially on t% 
Thursday nights. Especially on ADv" I » 



•Source: National Nielsen TV Index, average of total audience homes, 4 weeks ending March 18, 1962. 
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Latest tv and 
radio developments of 
the week, briefed 
for busy readers 
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U.S.TAKES CBS TO COURT 

Justice Department files key antitrust action; new 
compensation plan termed illegal; CBS denies charge 



There's no question that the anti- 
trust suit filed by the Department of 
Justice against CBS TV is the open- 
ing gambit of a court drive to smash 
the system of network option time. 

As Madison Avenue saw it, CBS is 
recently submitting to affiliates a 
new compensation plan for more of 
their time provided the Government 
with a wedge to litigate — something 
it's been long waiting for — and the 
, Justice Department jumped to the 
opportunity. 

The basic point of the action as 
filed in the New York Federal Court 
last week: the CBS plan is a viola- 
tion of the Sherman Act and the net- 
Pwork should abandon it. 

Retorted the network: the compen- 
sation plan would not have the ef- 
fect, as the Government alleged, of 
forcing affiliates to carry its pro- 
grams. Nor would it deny to non- 
network advertisers or independent 
program suppliers the most desir- 
able time periods on affiliated sta- 
iions. 

CBS also expressed confidence 
'hat the courts in the long run would 
jphold the new compensation plan. 
| What effect the sudden filing of 
he suit will have on the efforts of 
he networks to induce affiliates to 

onsider revising downward their 
jhare of network time compensation 
5 problematical. CBS would not 
jrofess whether it would now bring 

p this matter at the scheduled 3-4 

lay affiliates meeting. 



A Justice Department action of 
this nature has been in the wings 
for years and the topic of readjust- 
ing option time has been wrestled 
with in FCC hearings for at least the 
10 years. In fact, almost immedi- 
ately after CBS submitted the new 
plan to affiliates the FCC issued an 
order for the network to stand hear- 
ing on the matter. CBS' reaction was 
to suspend action on further negoti- 
ations for its acceptance by affili- 
ates. 

It's been the Madison Avenue feel- 
ing for some time that its advertis- 
ers might as well start reconciling 
themselves to an eventual — it may 
take as much as five years — radical 
shift in the control of station time. 

Anyway, the fat's in the fire and 
Madison Avenue will be watching 
every twist and turn of the legal bat- 
tle with rapt attention. 



WBC TO BUY WINS, N.Y. 
AND KLAC, LOS ANGELES 

Although neither deal is already 
final, WBC is definitely in the proc- 
ess of acquiring two additional radio 
stations, WINS, New York, and KLAC, 
Los Angeles. 

WINS is owned by interests con- 
nected with J. Elroy McCaw of Seat- 
tle and KLAC is owned by Mortimer 
H. Hall. Observers believe a sale of 
WINS is possible this week. 

The purchase price for WINS is 
(Continued on page 8, col. 3) 



ADMEN WANT CULTURE 
BUT WON'T SPONSOR IT 

Chicago: 

Agencies complain about a 
lack of public affairs and cul- 
tural program*, hut thev do lit- 
tle to sponsor them, Ward 
Quaal of WGX-TV, Chicago, 
told the FCC hearings here last 
week. He was the first wifnnM 
on the industry side in the cur- 
rent hearings. 



NBC TV adds $10.7 mil. 
more nighttime for '62-63 

NBC TV added about $10.7 million 
(estimated) in, advance nighttime 
sales for 1962-63 last week. Approx- 
imately 350 minutes were involved. 

Warner-Lambert (L&F) purchased 
alternate week minutes in Saints 
and Sinners and Eleventh Hour; 
Quaker Oats (JWT) purchased a min- 
ute for 52 weeks in Sam Benedict; 
Block Drug (Grey) purchased alter- 
nate week minutes in Sam Benedict; 
P&G (Burnett) renewed sponsorship 
of Car 54; Polaroid (DDB) purchased 
six minutes in Jack Paar and six in 
Sam Benedict; Bristol-Myers (26) 
purchased alternate week minutes in 
Saturday Night Movies, and Douglas 
Fir Plywood (Cole & Weber) pur- 
chased 19 half-hours of David Brink- 
ley. 

In addition to the above business, 
NBC also sold four hour specials to 
AT&T (Ayer) with five more probably 
to be added; half the All Star Game 
and half the World Series to Chrysler 
(Burnett), and a fourth of the NFL 
(Continued on page 50, col. 1) 



PONSOR • 16 AI'RIL 1962 



SP0NS0R-WEEK/16 April 1962 




KORN ELECTED PRES. 
OF METRO. TV UNIT 

Bennet H. Korn has been elected 
president of Metropolitan Broad- 
casting Television. He was execu- 
tive v.p. in 
charge of tv. 

Korn will 
now be in 
charge of the 
division which 
owns and op- 
erates six tv 
stations: 
Bennet H. Korn WNEW - TV, 
New York; WTTG (TV), Washington; 
KMBC-TV, Kansas City; KOVR (TV), 
Sacramento-Stockton; WTVH, Peoria, 
and WTVP, Decatur. MBT is a divi- 
sion of Metromedia. 

Korn stated that his promotion 
demonstrated the growth of tv at 
Metropolitan to division status. It 
also made clear that he is personal- 
ly involved with all the tv stations, 
not only WNEW-TV. He stated that 
new policies would represent a "con- 
tinuum" with past ones and would 
reflect his close cooperation with 
John W. Kluge, president and chair- 
man of Metromedia, the MBT parent 
company. 

Movies a rating success, 
say both ABC and NBC 

Tv networks with movie programs 
—NBC and ABC— pointed with spe- 
cial pride to their ratings perform- 
ance last week. 

ABC TV is pleased with the Tren- 
dexes for the premiere of its new 
Sunday night feature films on 8 
April. The competitive 27 -city 
Trendex gave ABC 21.3 rating and 
38.0% share for the 8:30-10:30 p.m. 
period. 

NBC points out that its Saturday 
Night Movies is reaching more 
homes over a four week period than 
any other new show of the current 
season. Its unduplicated four week 
audience is 27.1 million homes, 
55.4% of the U. S., according to the 
Nielsen Full Anaylsis report for Jan- 
uary-February 1962. 
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NESCAFE GOING TO 
McC-E FROM ESTY 

Nestle will transfer the S5 
million Nescafe account from 
William l\stv to McCann-Eriek- 
son on 'M Juno it iva< an- 
nounced last week. 

Nestle alread) lias se\ eral 
brands at McCaiin-Eiiekson 
and is tending to consolidate 
more of its spending there. The 
move would make Nestle one of 
the five largest .McCann-Erick- 
son clients. MeCann-Erieksoii 
alread) has Quik. EverReady 
Cocoa. chocolate bars. Xestea 
and Decaf. 

Hi i ce other N estle products 
are also leaving Est). The\ are: 
Gerher Cheese. Holland Food, 
and Maggi Products. These 
brands? are expected to go 
either to MeCatni-Erickson or 
to Van Saul. Dugdale. which al- 
read)' has Nestle's Cross & 
niaekwell line and some new 
products. 



Adam Young introduces 
new radio buying aid 

A new media aid, said to make 
radio timebuying easier and quicker, 
has been introduced by Adam 
Young. 

A new type of availability presen- 
tation incorporates average ratings, 
homes reached, and audience com- 
position for Adam Young represent- 
ed stations and also its chief com- 
petitors. 

The form, developed by Adam 
Young, has been offered as an in- - 
dustry service to other representa- 
tives who may wish to make use of 
it. 

Favorable comment on the forms 
was made by Marie Coleman of Don- 
ahue & Coe, Joyce Peters of Mogul, 
Williams & Saylor, Eileen Moore of 
Al Paul Lefton, and Charlie Ventura 
of N. W. Ayer. 

The form was developed by Stan 
Feinblatt, radio research director. 



WBC expansion 

(Continued from page 7, col. 2) 

understood to be very close to $10 
million. Last year WBC negotiated 
to acquire KLAC but its options ex- 
pired pending FCC approval. Price 
at that time was $4.5 million Both 
present acquisitions, of course, de- 
pend on FCC approval. 

WBC now has six stations. When 
it formally takes over WINS and 
KLAC it might have eight. This 
has led trade observers to speculate 
that WBC could hold all eight in- 
stead of divesting itself of one to] 
return to the traditional limit of 
seven radio stations. Chairman 
Newton Minow of the FCC stated at 
the NAB that he wouldn't object if 
networks owned as many as 12 o&o's. 
It's possible that an eight-station 
WBC radio holding would test 
whether the FCC would also approve 
of station groups exceeding the 
former limit of seven. If so, WBC 
may be the first eight-station radio 
owner in the country. 

All Westinghouse radio stations 
are independents — unlike its tv sta- 
tions, which are all network affil- 
iates. KLAC is already an independ- 
ent station, but WINS is, in effect, 
the flagship station of the Mutual 
Broadcasting System. Upon expira- 
tion of current contracts, it is pre- 
sumed, the WINS affiliation with 
Mutual will end. 

Programing, personnel, and sales 
changes at the two new WBC sta- 
tions is still, at this early date, mat- 
ters for conjecture. But it seems 
definite that both stations, if for 
mally acquired by WBC, would t| 
into the parent company for news 
and other programing. 

WBC of late has been expandin 
and branching out its news and pro 
gram syndication activities. 

Syndication of radio and tv news) 
is also increasing. WBC now circu 
lates a daily 15 minute radio news 
show and a weekly half-hour tv news, 
show, plus special news events. 

Portions of children's program^ 
are also syndicated by WBC. 
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lore Tfflt Bob 



starring 



BOB CUMMINGS 



(That Glamor 
Photographer With the 
Roving Eye Camera) 




173 Half-Hours 
Now Available To Local Stations 



OFF TO A FAST START WITH 



WCBS-TV, New York 
WRC-TV, Washington, D. C. 
WBKB, Chicago 
KABC-TV, Los Angeles 
KONO-TV, San Antonio 
KTNT-TV, Tacoma-Seattle 
KVAR, Phoenix 



WGAN-TV, Portland, Me. 
WGAL-TV, Lancaster 
WVEC-TV, Norfolk Hampton 
KM'D TV, Midland 
KSTP-TV, St. Paul-Minneapolis 
WEAR-TV, Pensacola 



Won highest Share of Audience among 
all daytime shows on the ABC Network, 
with 47% kids and teens. 

TV FILM SYNDICATION 

598 Madison Ave., New York 22, N. Y. 
PLaza 9-7500 and principal cities everywhere 
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West Virginia-radio 
to lure tourists 

The State of West Virginia 
will use the network radio me- 
dium for the first time as its 
chief lure for more tourism this 
year. 

The Travel Department Divi- 
sion of the State Department 
of Commerce will use A15C Ra- 
dio's Breakfast Club starting 
tomorrow and weekly on Tues- 
day for 13 weeks initially. 
Agency is J. .M. Mathes. 

ABC v.p. and national sales 
director Jim Duffy thinks it's 
the first time a state has used 
network radio as its basic me- 
dium to promote the tourist 
trade. He said it was like '"set- 
ting foot on virgin territory" 
for West Virginia since it has 
no known competitors for tour- 
ism on the air. 

Minute commercials will be 
delivered 1>\ host Don McNeil. 
They contain a mail offer for 
various holiday kits. 



NEW YORK AUDIENCE 
PROFILE READY 

ARB last week released its New 
York tv audience profile, a 250-page 
booklet said to be the largest tv au- 
dience study ever done of the mar- 
ket. 

The study, prepared 4-31 January 
1962, was sponsored jointly by all 
six commercial tv stations in New 
York, WCBS-TV, WNBC-TV, WNEW- 
TV, WABC-TV, WOR-TV, and WPIX 
(TV). 

The study is the second of a series 
released by ARB. The first, cover- 
ing Salt Lake City-Ogden-Provo, was 
recently made available. It was 
based on November 1961 findings. 

The New York profile studies local 
and network programs in terms of 
average viewers per home in seven 
age categories, total audience com- 
position by sex and age group, total 
composition for heads of household 
and housewives by age groups, total 
viewers per home, men-women-teen- 
agers-children per 100 homes, and 
household heads by education, 
homes by income, and average view- 



BUTLER MEDIA DIR. 
FOR LEVER BROS. 

Richard C. Butler has been pro- 
moted to media director of Lever 
Brothers, succeeding Howard Eaton, 
Jr., it was announced last week by 
Harold H. Webber, consumer rela- 
tions v.p. 

Butler was formerly media man- 




ager. In his 
new post he 
will be respon- 
sible for buy- 
ing all the 
company's ra- 
dio and tv 
time, talent 
and programs, 



Richard C. Butler anc j a | so a \\ 

print space. 

Before joining Lever Brothers in 
1959 he was with A. C. Nielsen for 
12 years. 

Eaton has joined Grey as v.p. for 
programing in the broadcast de- 
partment. 



Tv prime time sold out 
in Panama before start 

ABC International's Panama City 
affiliate, Televisora Nacional, will be- 
gin broadcasting next Monday, 23 
April, with prime time completely 
sold out. 

Advertisers will include Canada 
Dry, Eastman Kodak, Esso Standard, 
Ford, Kraft, Nestle, Pan American 
Airways, Volkswagen, and Westing- 
house. 

Station, which reaches several 
markets in Panama, is a member of 
CATV network. 



Final CEIR seminar 

The current series of CEIR semi- 
nars on the expected impact of com- 
puters on marketing will end this 
Wednesday with a session under 
president Dr. Herbert W. Robinson. 

He will discuss probable recen- 
tralization of marketing and media 
functions caused by computer use 
between now and 1970. 



RADIO'S FAVORITE OF NAB 

WAS CHAIRMAN MINOW 

If the opinion sampling done 
among several dozen Keystone 
Broadcasting System affiliates is any 
indication, FCC Chairman Newton 
Minow's address was the single 
event best liked by radio people at 
the NAB convention this year. 

Two-thirds of those checked said 
the Minow speech was one of two 
favorite events. The RAB presenta- 
tion and Fm Day were runners-up. 

Respondents said that Chicago 
was the favored location for conven- 
tions, with Washington, D. C. and 
New York City also mentioned. 

About 60% said they felt the time 
and cost of the convention were 
worthwhile. Some 17% said they at- 
tend 10 to 20 meetings a year. Those 
meetings they skip, the survey re- 
vealed, are those which take up too 
much time, have weak programs, or 
have an excessive cost. 



ing family size. 

A larger sample was used than is 
usual for a local study, 1,500 usable 
diaries. Survey areas included por- 
tions of New York, New Jersey, Con- 
necticut, and Pennsylvania. 

ARB's statement called the Salt 
Lake City and New York City pro- 
files "harbingers of future research 
effort" to provide meaningful quali- 
tative information "so that television 
timebuying need not be based mere- 
ly on ratings or gross homes 
reached." 



Storer first qtr. earnings 

Storer Broadcasting Company last 
week reported first quarter earnings 
of $2,151,596 for the period ending 
31 March 1962. This compares with 
earnings of about $1.1 million for 
1961, also net after taxes. 

However, the 1962 figures reflect 
a capital gain of $912,969 from the 
sale of WWVA, Wheeling. 
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MISTER ROBERTS 

CAN'T BE SHOUTED DOWN 

...is highest rated feature film ever telecast by 
WCKT, Miami. 

A special ARB rating taken in Miami on March 5 
shows that "Mister Roberts" topped all network 
opposition and captured a 57% share-of-audience 
7:00-9:00 P.M. 




7:00-7:30 
7:30-8:00 
8:00-8:30 
8:30-9:00 

Average Rating 

Average 

Share-of-audience 



WCKT 
SHOWING 
"MR. ROBERTS" 



28. 
33. 
32. 
37. 



32.5 



57% 




ARB COINCIDENTAL 

MONDAY, MARCH 5 
7:00 PM— 9:00 PM 



STATION A 



20.0 
18.0 
16.0 

10.0 



16.0 



STATION B 



3.0 
8.0 
10.0 
13.0 



8.5 




"Mister Roberts" starring Henry Fonda, James Cagney and Jack Lemmon is one of 
41 Warner Bros. "Films of the 50's" in Seven Arts' Volume 3 recently acquired by WCKT, 
Miami. 



SEVEN ARTS'" FILMS OF THE 50's"... MONEY MAKERS OF THE 60's 





SEVEN ARTS 




ASSOCIATED 




CORP. 



A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS. LTD. 

NEW YORK: 270 Park Avenue YUkon 61717 

CHICAGO: 8922-D N. La Crosse, Skokie. III. ORchard 4-5105 
DALLAS: 5641 Charlestown Drive ADams 9 2855 

L. A.: 232 So. Reeves Drive GRanite 6 1564-STate 8-8276 

For list of TV stations programming Warner Bros. "Films of 
the 50's" see Third Cover SRDS (Spot TV Rates and Data) 




Outdoor Studio at WDBJ-TV. Mew 

building is one of the largest and mosl 
modern in Ihe entire South, finest lechnicol 
equipment . . . 316,000 watts e. r. p. . . . 
CBS affiliate. 



WDBJ-TV Brings 
You the News 
About Fructuous 
Western Virginia! 



The productive, prosperous 
Western Virginio market keeps 
moking news with its ropid indus- 
trial growth. Blanket this morket 
with WDBJ-TV, Roanoke, now 
reoching over 400,000 television 
homes of Virginio, N. Caroline W. 
Virginio — in counties with nearly 
2,000,000 population. For reol 
merchandising oid, you're right to 
use Roonoke and WDBJ-TV. 




New Steel Industry is planned, using 
vast deposits of iron ore in Giles County, 
Vo. Shown here, initial drilling obtains 
ore samples. New enterprises boosl 
prosperity of WDBJ-TV oreo. 

Ask Your PGW Colonel Far Current Availabilities 

WDBI-TV 

Ch.7 




ROANOKE, VIRGINIA 



12 



by Joe Csida 
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Automation in radio— a problem 

In the big. bright box [hat i- the new Inter- 
national Ballroom in Chicago's Conrad Hilton 
Hotel, FCC Chairman Newton .Minow last Tues- 
day (3 April) spelled out radio's economic 
plight in three short sentences: 

' In 1916," he said, "there were 996 am sta- 
tions, excluding those owned and operated by 
the networks. These stations reported income 
before taxes of $57 million. In I960, there were 3.151 am stations, 
excluding those owned and operated by the networks, and thev re- 
ported income before taxes of S51 million." 

Downstairs in the exhibit halls of the 10th Annual Convention of 
the National Association of Broadcasters, answers to this dilemma 
were evident in booth after booth. It was most evident in the vast 
increase in automatic tape sj steins, tape cartridges and taped pro- 
graming services. 1 think it was 1958 when automatic tape systems 
were initially introduced by Automatic Tape Controls of Blooming- 
ton, III. ATC alone has set up over -1.000 installations in radio and 
tv stations since that time. 

Ralph Ilaberstock, the senior audio engineer of another large 
equipment firm, the Gates Radio Co. of Quincy. 111., told the Broad- 
east Engineering Conference at the Convention that with the equip- 
ment now in use it is possible for a station to run all by itself, 

Retraining after training 

Maybe the most dramatic evidence of the manner in which radio 
is moving toward automation is the agreement recently concluded 
between the International Brotherhood of Electrical Workers and 
International Good Music of Bellinghani, Wash. The deal sets up a 
re-education fund for the training and re-training of employees dis- 
placed by the installation and operation of automated equipment 
and program services made and sold by International Good Music. 

The union and 1GM I w hich incidental!) also operates station 
KGMI I AM & FM) in Bellinghani) hope that the fund will run 
about a half-million dollars. '1 his is based on projected sales of 
ICM equipment plus augmentation by federal monies available for 
re-education under the Smith-Hughes Act, the George-Rarden Act, 
and the National Defense Education Act of 1958. The agreement 
calls for the fund to be operated by a single trustee, who will not be 
connected with either IGM or the union. 

It is difficult to know just how many stations have gone to auto- 
mation but the most prevalent guess of the suppliers who should 
know is somewhere between 1.500 and 2.000. Among the organi- 
zations, which have developed program services, and which were 
pitching on the Exhibition lloor of the convention were those men- 
tioned above, of course, plus such other firms as RCA Thesaurus, 
(Please turn to page 14) 
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In Chicago 



. . . world's busiest rail center . . . the city's railroad terminal 
district is larger than the entire state of Rhode Island! 
Handling 45,000 freight cars daily— more than New York 
plus St. Louis— Chicago continues to live up to poet Carl 
Sandburg's apt description "freight handler to the nation"! 




I 



WGN Television 

III C^lX10£l/^£0 of " ,:ers better programming 



W6N IS CHICAGO 




through dedicated 
community service! 

Quality • Integrity • Responsibility • Performance 
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1st... 
1st... 
1st... 



n Communitq Lrfe 
n Overall Ratinqs 
n Sell ^ 



1st., .in Adult Listenirvq 

WRAP 

■RADIO 132 

Allentwn - Bethlehem - Easton 



I 



5000 WATTS No. 1 lotest Hooper ond 
Pulse. Lowest cost per thousond-oudi- 
ence in vost Lehigh Volley growth 
morkel. First wfth Blue Chip odvertisers. 



1 



RADIO 138 

Tampa - St.Ttetersburq.FIa 




I 



5000 WATTS. No 1 JonuoryFebruory 
1962 Hooper . double of oil other 
oreo stotions. Lowest cost per Ihousond 
oudience ... in fost growing Tompo- 
St. Petersburg morkel. 

7TTT. 



RADIO ez 

BecWeq - W. Vi'rqtrvia. . 



1000 WATTS. No. 1 Hooper ond Pulse 
surveys, serving 9 big counties in heort 
of West Virgmio. Lowest cost per thou- 
sond oudience . . . feoturing greot 
personolities. 



I 



WNAR 

RADIO I I I 

Philadelphia. Area. 



500 WATTS No, I lotest Hooper sur- 
vey report, covering lorge Philodelphio 
ond Nornslown morkel . . . where bulk 
of consumers live ond buy. Lowest 
cost per thousond oudience. 



WOT* 

RADIO 121 

Jacksonvi He - f lorida, 



1000 WATTS Roholl Rodio's newest 
boby, with new eye-cotching rodio 
formot. Climbing doily in rolings. Gel 
the focts on low-cost co veroge in 
greoter Jocksonville morket. 



RAHALL RADIO GROUP 

N. Joe Roholl, President 
Represented notionolly by: 
ADAM YOUNG, New York 
Philodelphio Representotive: 

Poul O'Brien, 
1713 Spruce St., Philo., Po. 
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Sponsor backstage (Continued from page 12) 



Programmatic. Altofonic. Magne-troiiies and tin? Triangle Program 
Scry ici'. Triangle, of course, is the Anncnberg operation, sister of 
the I I A Electronics Corporation, which stirred a good deal of excite- 
limit on the Exhibit floor with its Documentor and MicroDisc. which 
lecords and plays hack 21 hours of information on a ten inch disc 
at a speed of 2 rpni. I was most startled In this disk and equipment, 
and particularly l>v its excellent tonal quality. 

It has main, main applications in the broadcast, recording and 
advertising fields — and main more which haven't even been thought 
of vet. 

On the television side, the most competent equipment people felt 
and the exhibits gave brilliant and colorful testimony to thi* — that 
there were two major developments: 

1. A tremendous upsurge in color. 

2. An improvement and refinement of all kinds of tv equipment, 
both video and audio, to give greater quality, consistency and 
stability. 

Upsurge in color 

No intelligent advertiser or agency should underestimate the im- 
portance of both these developments to the greater effectiveness of 
his use of the tv medium. Color television cameras, both vidicon 
and image orthicon were presented bv RCA, E.MI-US. GE, Sarkes- 
Tarzian and the GPL Division of General Precision. Switching 
equipment with main improvements were on display . 

I am an ignoramus, technologically speaking, but I saw enough 
to be sure that advertisers were going to get a better break in the 
qualitv of their shows and commercials as a result of much of the 
' equipment shown. For example I believe that there is enough tech- 
nical improvement in color in a number of areas so that the very 
maiiv advertisers using color shows, but still doing their commer- 
cials in black and white on those shows because of the poor black 
and white definition of a color commercial, will soon be doing com- 
mercials in color. 

As a matter of fact there is ample reason to believe that 1962- 
1963 will be color's biggest year. KCA Victor, for instance, will do 
a dollar volume in coloi television receivers this )ear which will 
equal its dollar volume on black and white receivers, for the first 
time in the company s history. 

\BC will back up this upsurge in receiver sales with the biggest 
amount of color programing in its history. They promise to deliver 
two thousand hours of color shows in the 1962-1963 season. 

'I he trend to automation I was talking about in radio is quite evi- 
dent in television also. There was a vast amount of equipment de- 
signed to reduce costs via automation. This was particularly true, 
perhaps, of switching equipment. Both RCA and EMI -US bad ex- 
ceptional hardware of this type. 

RCA's new 7\i> IPS video tape should help advertisers and agen- 
cies cut costs, too. 

I'm afraid I've neglected the fin stereo people, but here too, near- 
ly every major manufacturer offered improved transmission ami 
reception equipment. 

It was. as usual, a fascinating Convention, in the Exhibit Halls 
and upstairs. About which, more later. ^ 
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HE APPRECIATES THE QUALITY TOUCH! 

Audience is not only "numbers" it's people — men like this one. He wants good en- 
tertainment presented in good taste because his family watches, too. We respect his 
intelligence, his judgment, and his responsibility as head of the household. It's this 
quality touch that delivers quality audience, 



where quality products are sold. A call to your 
PETRYMAN can put it to work for you! 



WFAA-TV dallas 



AT COMMUNICATIONS CENTER 

TELEVISION SERVICE OF THE DALLAS MORNING NEWS 

Represented by (EdwardYpttry *Yc°>. 'K-l The Original Station Representative 
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Request for reprint 

Tliis is a request for permission to 
reprint a page from \our 26 March 
1%2 issue of sponsor. 

We wish lo reprint t lie arliele, 
"Qualitative research in motion. " on 
page 93, 

Your cooperation in granting per- 
mission for this repri n t w i 11 he great- 
ly appreciated. 

James H. Higginbotham 
lligginbolhani Assoc. 
Houston 



The agencies know 

Don't know where \ou pot \our Chi- 
cago rep list you had in SPONSOK 



April 2 on page 7t>? You ought to 
hring it up to date. 

Just for the record we are radio 
station national representatives with 
offices in New York. Chicago, Detroit 
and Los Angeles and have been listed 
as such in SUDS for more than two 
years. 

Our Chicago office was. is and con- 
tinues lo he at 35 East Wacker Drive, 
and our Chicago phone number is 
STale 2-8196. 

The agencies surely know we're in 
Chicago. 

Hal Walton 
president 

Hal Walton & Co. 
AW York 




BIGGER than 

SACRAMENTO - STOCKTON 

One Buy Delivers 

* IDAHO - MONTANA 

/X plus 1 1 counties in Wyoming 
at lower cost per thousand 

SKYLINE TV NETWORK delivers 10,100 more 
TV homes thon the highest roted stotion in 
Socramento-Stockton ot neorly 18% less cost per 
1,000. SKYLINE delivers 92,300* nighttime 
homes every quarter-hour Sundoy through Sotur- 
doy. Non-competitive coveroge. One controct — 
one billing — one clearonce. Over 254,480 un- 
duplicoted sets in 5 key morkets. Interconnected 
with CBS-TV ond ABC-TV. 

MONTANA - KXLF TV Bulle 

KFB8 TV Greol Falls 
KOOK TV B rings 



TV NETWORK 

P. O Box 2191 Idoho Foils, Idoho 



| 1 MONTANA 
T \, |' K'BB TV 'j : 

/- yv xiFrv KO0K,V 


^ KID TV 
Ulx TV 


WYOMING 

' AM .— ovi Mow*. 1*6 


| UTAH 



Coll Mel Wright, phone JAckson 3-4567 - TWX No. I F 165 
or your neorest Hollingbery office or Art Moore in the Northwest 



More on automation 

1 was very much interested in the 
article \ou had on automation ['"The 
truth about radio automation. '' 26 
March] in SPONSOR. I had put it aside 
to keep it so 1 could go over it more 
thoroughly and apparent!) one of my 
salesmen walked off with it and we 
can't locate it. I'd appreciate it very 
much if you would send me another 
copy of the March 26lh issue. 

Dick Wheeler 

KTLX 

Denver 

Graduate study in radio tv 
Knowing that many of your readers 
are involved in radio/tv production, 
as well as advertising. 1 am writing 
you to tell you of a television produc- 
tion field training program at the 
graduate-study level. 

This program, sponsored by Video- 
tape Productions of New York, Inc. 
in conjunction with San Diego Stale 
College, is open to candidates for 
a Master of Arts degree in television 
production. 

While the unique graduate-study 
program is experimental at present, 
it may well provide a foundation for 
comprehensive training of high cali- 
her tv production executives. 

1 would appreciate it if you would 
make this information available to 
your readers. 

John B. Lanigan 
v.p. and gen. mgr. 
Videotape Productions 
New York 

On population species 
In your issue of 12 March, Sponsor- 
Scope mentioned the phrase "the buy* 
ing power audience" referring lo "the 
thesis of a recent survey"' that Vj of 
the population buys 2 {\ or more of 
nationally advertised brands. 

Should this not read "Ms of the 
buying population.'" Our studies in 
Canada through the Consumer Panel 
of Canada have shown this to be true 
for the majority of consumer prod- 
ucts. However, the same people who 
arc heavy buyers of instant colTee, 
for example, are not likely to he 
heavy buyers of regular coffee. 

T. A. link 

International Surveys Limited 
Toronto 

9 Olltte true. It .".tumid have lieen (lie buying popu- 
1st inn 
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the face on the cutting-room floor 

Knowing what to leave out of a TV commercial is 

just as important to its success as knowing what 

to put in. The best commercials are simple and 

uncluttered. They leave the viewer with one 

strong and dramatic selling impression. 

It's only sensible and practical to do most 

of the cutting before a commercial gets 

either to a client or a camera. But, even in the studio * 

efforts should go on to simplify, simplify, simplify. 

The professionals who edit commercials at 

Young & Rubicam can make all the difference 

between a commercial that people take little 

notice of— and a commercial they really take in. 

YOUNG & RUBICAM, Advertising 
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casting, wpix-11 is singularly proud in being the only independent TV station in Neiv York 
whose high commercial standards and practices has merited this emblem of the conscientious 
broadcaster. It is also your guarantee that this television station measures up. 

where are your 60-second commercials tonight? 



Interpretation arid commentary 
on most significant tv/radio 
and marketing news of the week 



SPONSOR -SCOPE 
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Ctpyrlght IS62 
SPONSOR 
UBLICATIONS INC. 



If you were looking for an index to the state of mind of top managements in 
certain important Madison Avenue agencies, you perhaps wouldn't go far wrong in 
relating that feeling to pall of uncertainty. 

The cause for the disquiet are mounting reports that four uppercrust spenders in tv 
are more or less getting ready to make changes in their agency stables or to reallo- 
cate their products within the present agency structure. 

The aforesaid advertisers: Procter & Gamble, Lever Bros., Colgate and Bristol- 
Myers. 

As the report goes, the agencies that would most feel the impact of the tremors are 
Young & Rubicam, Bates and Lennen & Newell. Mentioned also in connection with P&G 
is Gardner. 

Of sharp significance is this: Billings-wise Y&R can't be much of a loser in the 
soap sweepstakes. It's got a standing offer to rejoin the Lever family. 



Ford is by no means through buying its network tv quota for the fall. 

It's still looking over the network nighttime counters for an alternate half-hour and 
that in addition to Hazel. 

The Ford line's sports load for the final 1962 quarter entails 10 commercial min- 
utes a week on Pro football and NCAA football. And when these are out of the way it'll 
have a share of the CBS TV Sports Spectacular. 

In keeping with its new spending policy, Ford will be shooting about 80% of its ad 
budget the first six months of the 1963 models. 

P.S.: The factory itself will confine its spot outlays to radio flights. 



Tv's No. 1 customer, P&G, will get the full VIP treatment as a guest of the in- 
dustry when the TvB board meets in Cincinnati 25-26 April. 

The P&G brass will be wined and dined at a luncheon on the first day of the meeting a la 
the way it happened last fall with the Detroit automotive kingpins. 



Did you know that women pitchmen in tv commercials are rarely entrusted to 
do the sales story all by themselves: in the vast majority of cases, even when it 
comes to household products, it's common to team 'em up with a male voice. 

SPONSOR-SCOPE put this question to Schwerin: "Do women or men presenters sell 
women's products better?" 

Out of a quick check there came this Schwerin response: in only four out of 49 most 
recently tested commercials in four product categories was a woman's the only voice 
used; the male voice was used exclusively in 17 of the 49 and a combination of men's and 
women's voices in the remaining 28 instances. 

Accompanying the response was this chart of Schwerin effectiveness results, indexed with 
100 being the average for each product: 



PRODUCT 

Cake mixes 
Margarines 

Washing machine detergents 
Dishwashing detergents 



MALE VOICE ONLY 

98 
136 

62 
143 



FEMALE VOICE ONLY 

108 
72 



BOTH 
98 

92 
111 
85 
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SPONSOR-SCOPE continued 



The fashion show is becoming an appreciable source of tv revenue for local 
stations. 

Two outstanding movements in that direction: 

1) Arkin Industries has already sold its spring fashion show on film to depart- 
ment stores in 70 markets. 

2) The Allied Stores, which is represented in 20 markets, is having a fashions 
film for spring showing on tv done for it in Italy. 

Obviously, the fashion show makes a welcome item to local broadcasters. It not only 
gives him revenue but something to add to his list of specials. 



The downward trend in nighttime viewing which started over a year ago per- 
sisted with the turn into 1962. 

Compared to January 1961, this past January, according to Nielsen's tv index, was a 
cropper in terms of both sets in use and average homes viewing. 
The contrast for January by hours of the evening: 

1962 1961 

TIME SPAN AVE. TUNE-IN AVE. HOMES AVE. TUNE-IN AVE. HOMES 

7- 8 p.m. 60.4% 29,596,000 62.7 % 29,406,000 

8- 9 p.m. 65.8% 32,242,000 69.1% 32,408,000 

9- 10 p.m. 65.3% 31,997,000 68.6% 32,173,000 
10-11 p.m. 54.3% 26,607,000 55.6% 27,076,000 

Note: The number of tv homes between the two Januarys went from 46.9 million to 49 
million. 

Bosco (Donahue & Coe) will start market testing still another version of its 
chocolate syrup. 

The new one will be an aerosol. It introduced a powder version in late 1960 but sales 
didn't come up to expectation. 

The patent objective: to get a bigger share of the chocolate syrup market as a 
whole. 

The buds aren't out on the trees in some areas of the country, but National 
Carbon's Prestone (Esty) has already bought its network tv for the next cold spell. 

It'll have approximately 60 minute participations collectively on the nighttime 
schedules of the three networks, starting in October, running for six weeks in behalf oi I 
the anti-freeze and a few weeks thereafter just selling the deicer. 

Prestone will have the usual heavy schedule in over 100 spot radio markets. 

As for Prestone's main competitor, DuPont's Zerone, BBDO and the client were stil 
holding discussions on campaign details last week. That is, outside of participation in Du 
Pont's NBC TV Show of the Week. 

Incidentally, due for deemphasis in the DuPont . advertising is its permanent antifreeze 
Telar. 



You can be sure that the program series whose rating and other progress t< 
agencies will be watching closely is Ernie Ford on ABC TV. 

As one agencyman put it, if Ford — at the price being paid — clicks handsomely, i 
will be easier to dissuade older advertisers from the proposition that daytime shouli 
only be measured in terms of cost-per-1000. 

The obvious implication: There's an added degree of value when a name pcrsonalit 
on a live daytime program that's hitting the mark is doing your commercial. 

Another reason for the trade spotlight on Ford: his success could start a sharp ncT 
trend toward recruiting into daytime tv names with a good nighttime record. 
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SPONSOR-SCOPE continued 



Something the tv networks are watching almost as closely as who's buying what 
at night for the fall : the scheduled starting dates for new series and for the originals 
of holdover shows. 

The word apparently is out at ABC TV and NBC TV, to be specific, to get the new line 
rolling as early as possible so that one network won't have an advantage over the 
other when it comes to viewer sampling. 

A couple of examples: Car 54 goes to originals 6 September and the DuPont Show 
of the Week tees off for the new season as early as 16 September. 

For the first time in three years ABC TV is turning back to affiliates a slice of 
non-network option time. 

The period: Sunday 10:30-11 p.m. 

NBC TV, on the other hand, is sitting tight on every bit of nighttime from 7:30- 
11, right through the week. 

The same applies to CBS TV, even though the network farms out Marshal Dillon 
on an affiliate coop basis. The network is thereby able to control the Tuesday stepoff period. 

Remington Shaver (Y&R) has adopted a year-around nighttime minute par- 
ticipation policy in network tv now that it's cut loose from Gunsmoke after seven 
years. 

It looks as if Remington will hold off its fall buying for a while. The shaver will again 
underwrite a hefty pre-Christmas spot tv schedule. 

Without meaning to reflect on the department's efficiency, Madison Avenue's 
figure probers last week were waxing sardonic about recent effusions from NBC 
TV research. 

The essence of the jesting : here's a case apparently of where one research group within 
the network doesn't know what the other is doing. 

The reference is to the fact that within a period of two weeks the network both took a bow 
for its lead in young households and discounted the "undue stress placed upon 
young housewife homes by sellers and buyers alike." 

Some agency researchers saw this dual promotional aspect as an instance of NBC TV 
nibbling at the same time on two sides of the cake. 

The superior value of the housewife thesis stemmed from a study of product useage 
which NBC TV had done for it by Nielsen. The conclusion of the study, in a nutshell: 1,000 
personal interviews in audimeter homes on buying behavior toward 10 designated 
products demonstrated that the optimum buyers are housewives between 35 and 49. 

The tv networks haven't heard the last of those advertiser gripes about the 
lengthy credit crawls on the nighttime film shows. 

That complaint, coming through the ANA's broadcast committee, was just the pre- 
lude to something that's been bugging some of the giant tv users even more than 
the drawnout list of who-did-what. 

That something is the networks' use of the crawls to promote the succeeding or 
other shows, which in virtually all instances have nothing to do with the sponsors of the 
entertainment preceding the crawl. 

P&G, for one, thinks there's a basic principle involved in these promos over 
the crawl and it's this: why should a network be free to promote its product on a 
program for which advertisers alien to the plug are paying? 

A corollary objection: a promo is a just another commercial no matter how it's 
dressed up and coming before or during the chainbreak has the effect of posing a case of 
triple or quadruple spotting. 
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SPONSOR-SCOPE continued 



Did you know where the supermarket chains are getting most of their money 
for the subsidizing for those trading stamp giveaways? 

It's coming out of the per-case advertising allowances they get from suppliers. 

What this is bound to do is eut down the chain's proflt margin, and, it is pre- 
dicted, they'll try to make up for this through enlargement of the drug and houseware 
shelves or racks. 

The bidding system still remains a strong factor iii tv commercials and that's due 
to a large extent to the client's wish to make sure that he's getting a favorable price. 

A check by SPONSOR-SCOPE indicates that the percentage of competitive bidding 
runs between 60-75% for tape production and 55-70% for films. 

Some of the producing studios feel that there's a pronounced negative side to the 
bidding system : few agencies under such circumstances discuss specific requirements with 
the result that it's frequently difficult to know in advance what creative help the stu- 
dios will be able to give. 

Where there's a minimum of bidding : commercials that involve a high degree of style 
presentations. In such instances the agency will assign the job to a studio camera director 
who's a proven expert at it. 

Shares of markets in the dentifrice field, at least among the leaders, has be- 
come a ups-and-downsy affair. 

In the latest alignment Colgate is in second place with a 22 share. Crest leads with a 
27 share and Gleem dropped from second place to a 19 share. 

If you would like to have handy for offhand quoting purposes some set of fig- 
ures on 1961 tv time sales, SPONSOR-SCOPE has put together two estimates which 
might serve the purpose. 

One is a set based on TvB estimates for network and national-regional spot and SPONSOR- 
SCOPE's estimate on local billings before discounts, and the other set is SPONSOR' 
SCOPE's guess on how these same figures will show up (after discounts) in the FCC's revenue 
report. 

Here are the 1961 calculations : 

PLACEMENT BEFORE DISCOUNTS AFTER DISCOUNTS 

Network $749,000,000 $575,000,000 

National-regional spot 617,000,000 470,000,000 

Local 288,000,000 225,000,000 

Total Sl,654,000,000 §1,270,000,000 

This is the week that CBS TV affiliates will get au inkling of the network's arith 
metical thinking on how the revenue split betweeu them should be revised downward. 

The channel : a special meeting of the CBS TV Affiliates Board which the network suddenl) 
called for the early part of the week in Los Angeles. 

Indications of what the network had in mind for this gathering: unveiling to the board 
tentative formula for the reduction of the affiliates' share as applied to afterno 
revenue (the a.m. split was slashed earlier in the year) and then going on from there t 
discuss the matter of a nighttime revision. 

The CBS TV affiliates as a whole are scheduled to meet 3-4 May for a full-dress apprai 
of the network's blueprint for a lessening of its end of the spread in the time take. 

For other news coverage in this issue: see Sponsor-Week, page 7; Spons 
Week Wrap-Up, page 50; Washington Week, page 55; sponsor Hears, page 58; Tv uq 
Radio Newsmakers, page 68; and Spot Scope, page 56 



SPONSOR • 16 APRIL 19 




* 






PORTRAIT 



Jacksonville alone is only part of the tele- 
vision picture in the important North 
Florida South Georgia region. With 215% 
more homes per quarter hour outside the 
Jacksonville metro area . . . with a record of 
always having the top 25 programs in tele- 
vision homes reached since Nielsen's first 
Jacksonville survey in 1959 . . . WJXT is 
the only efficient way to give a swift lift to 
advertising in the total regional market. 



wjxt (a 




JACKSONVILLE, FLORIDA 



Represented by TvAR 



POST-NEWSWEEK 

STATIONS A DIVISION OF 
THfi WASHINGTON POST COMPANY 



WAPI-TV & RADIO WIN 




CT71 





The Advertising Club of Bir- 
mingham awarded WAPI-TV and 
Radio First Place in 10 categories 
in the ANNUAL AWARDS COM- 
PETITION for advertising during 
the year 1961. 

~k Best Television News 

Clancy Lake, News Director Geoff 
Smith, Wendell Harris, Charles Caton, 
and Bob Jones. 

*k Best Television Sports 

Buddy Butledge, Sports Director. 

~k Best Television Public 
Service Program 

Program: "What's Your Problem"? 

"k Best Radio News 

Clancy Lake, News Director Geoff 
Smith, Wendell Harris, Charles Caton, 
and Bob Jones. 

'At Best Radio Sports 

Buddy Butledge, Sports Director. 

•fa Best Radio Women's Features 

Bette Lee, Director of Women's Affairs. 

~k Best Straight Radio 

Commercial Announcement 

Lee Stockfelt, Continuity Director. 

T*r Best Dramatic Radio 
Commercial Announcement 

Lee Stockfelt, Continuity Director. 

•fa Best Radio Jingle 

Henry Kimbrell, Director of Production. 

■Jt Best Complete Radio 
Commercial Campaign 

Bette Lee, Director of Women's Affairs 
Henry Kimbrell, Director of Production 
Lee Stockfelt, Continuity Director 
Jack Warren, Account Executive. 




Birmingham, Alabama 



National Representatives: WAPI-TV: Harrington. Righter & Parsons, Inc. / WAPI - Radio: Henry I. Christal Company. In 
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WATCH THIS TREND: 

LOCAL LIVE TV 
ON THE UPSWING 

Increase in live shows is due to 
stronger community links, fewer 
good film packages, say stations 

For months the industry has been peppered with 
eports of a substantial inerease in loeal live tv 
nograming. Until this year's NAB Convention, 
bwever, most aeeounts of sueh a rise since last 
ear's meeting seemed isolated and largely paro- 
hial. It was only when the station men eame 
bgethcr — and compared notes — that the whole 
merged from the parts. Last week a sponsor sur- 
ey of reps, stations and station groups diselosed 
ot only a very real upswing in live eamera fare; 

revealed enough industry-wide practices to sig- 
ify a deeided trend. Among the discoveries: 

1. While the major live-or-tape emphasis is on 
ublie affairs programing (see sponsor, 26 
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PERFORMING ARTS play a major role in tv's 'new wave' of local live 
programing. Top to bottom: "Jeanne D'Arc: the Trial," original drama 
on Repertoire Theatre, WBBM-TV, Chicago; Booth Tarkington Civic The- 
atre, Indianapolis, on WISH-TV Reports; "Sound of the People" on 
Vista '62, prime time series on WANE-TV, Fort Wayne, Indiana 



March), there is considerable activity in the 
launching of new "loeal personality" shows, rem- 
iniscent of television's earlier day;-, as well a=s 
healthy attempts at live drama, now so sparse on 
the networks. 

2. The successful potpourri formats of such 



'ONSOR • 16 APRIL 1962 

I 



Public affairs lead the way, 
but 'personality' shows, 
new versions of old ideas, 
spark stations' live efforts 





network shows as Today. Tonight and 
I'M East are being tried on a com- 
munity-level basis, generally during 
morning and afternoon hours, and 
in shorter versions. 

3. .Main stations are cutting out 
syndicated Mondav -thru-Friday film 
strips to accommodate live program- 
ing. ("There will be more local live 
programing than ever.'' says Ray 
Hubbard, program manager of KPIX 
(TV) San Francisco, "because there 
is not enough packaged television of 
good (|iialit\ to program.") 

1. There is greater stress on the 
relationship between tv stations and 
tlieir communities (a la radio) than 
was in evidence even a year ago. 

5. There is heavier concentration 
on live remotes, especiallv among 
smaller and medium-sized stations. 

6. Organizations such as Televi- 
sion Affiliates Corporation (TAC) 
are seeing the light of day, could 
easih make the exchange and syndi- 



cation of local shows an established 
practice of the "60s. 

7. Although national advertiser* 
aren't champing at the bit, they're no 
longer so averse at showing interest, 
arc especialh attracted to local and 
regional public affairs programs. 

Perhaps a national average is indi- 
cated in the program ratio of Corin- 
thian stations. With 60' i of their 
time devoted to network feeds, the 
stations' remaining •10 r <' now boasts 
17* r in live efforts, a notable in- 
crease over previous years, efforts 
which may soon comprise half, or 
more, of local schedules. 

Why this new frontier — or redis- 
covery of an old one? 

"The form in which television is 
itself most exciting and rewarding is 
live and spontaneous," says James 
C. Hanrahan, general manager of 
WEWS (TV), Cleveland. 

"In our role as a source of infor- 
mation, entertainment and inspira- 



tion, we in television must think first 
about the needs of our community*'! 
says Robert Brcckncr, vice president 
and general manager of KTTV (TV) 
Los Angeles. 

'"Community integration is a re 
ligion." says Walter F. Wagstaff. sta 
tion manager. KGW-TV, Portland 
Oregon. 

'AYe must maintain the rappor 
with our viewers which is so impor 
taut both to us and our advertisers, 
>a\s John Hopkins, general manage 
of KTVT (TV). Dallas-Fort Word 

The range of 1%2's local live pre 
graining is as broad as — if not i 
several wa\s broader than — the nc 
work lineups. For one thing, exper 
mentation is less an economic ha; 
ard. For another, a community wi 
accept, often with pride, from a loci 
station what it would never acre) 
from a network. Thus ( in additH 
to rising film costs and exhaustion e 
first run syndicated film product 
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ENTERTAIN AND EDUCATE — the twins of 
station thinking. Here's a sampling of 1962*s live 
formats: (top, 1-r) Top Ten Dance Part) continues 
early tv idea on KOTV (TV). Tulsa: Science 
Countdown — 1962, on WBZ-TV. Boston, promotes 
technology careers; Pat Boone visits John Reed 
King Show on KDKA-TV, Pittsburgh: (bottom, 1-r) 
puppets are fish on 'underwater' Diver Dan. KXTV 
(TV), Sacramento, Calif.; Charlotte. N. C. negro 
problems are boldly faced on WSOC-TV's Hour of 
Opportunity; Mark Twain is discussed on Touch 
of Fame, KNXT (TV), Los Angeles. California 



flexibility — both in subject matter 

kntl production — plus the increasing- 
) closer relationship between a com- 
nunity and its communications are, 

, n the main, responsible for the "new 

pave ' of live shows. 

I| And what are the live cameras 
locusing on? 

News, weather, sports, women's 
irograms and puppets are still hold- 
ng their own — hut point-of-view is 
lomewhat more sophisticated. In 
ndiaiiapolis, for example. Kay Field 
nd the Weather on WISH-TV em- 
iloys "invisible hands" to write 
eather details such as "rain,"' 
|cloudy." "fair," on various areas 
,f a weather map. In Sacramento, 
alifornia, KXTV (TV) plays a 
.ariation on a theme by having its 
uppet show. Diver Dan, take place 
|iiderwater with "talking fish pup- 
pts," and a mermaid to whom they 
>me with triumphs or prohlems. 
Surviving, too, are the teenage 



dance party telecasts, so popular in 
the early 1950's. Stations like 
WANE-TV, Fort Wayne, and KOTV 
(TV), Tulsa, report their Dance Date 
and Top Ten Dance Party with Lee 
Woodward, respectively, are still 
doing well on a daily strip basis. 



WSOC-TV, Charlotte, reports its Kil 
go's Kanteen, a Saturday morning 
teenage dance show, is still at capac- 
ity, "with such national advertisers 
as U. S. Keds, Dent)ne, M&M can- 
dies and Dorothy Gra\ cosmetics 
picking up the tab. 




REMOTES, such as this, play major role in live programing of stations like WREX-TV, RocUord 
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Hut it is in tlic realm of tlie off- 
Heat, either in public affairs or enter- 
tainment, that stations are at their 
most im entn e. 

Here '«. a quick cn)**-country sam- 
pling : 

hi C\v\ eland, WT.WS iTVl stages 
its dailj W-minule One O'Ctock Club 
with perhaps a salute to Japan one 
da j I all-Japanese sets and perform- 
er?.), a -alute to the Circus, rings and 
all. the next. Idea behind the show : 
inform while vou entertain. 

\notlicr Cleveland innovation, this 
one on KA \\ -T\ . is Open Circuit, a 
late Sunday afternoon program 
which (lies in national political fig- 
ures, at station expense, to hold a 
"press conference on the air." View- 
ers phone in questions. Among the 
personalities thus far flown in are 
Sen. Wayne Morse and Martin Lu- 
ther King. In the hopper: Gov. Nel- 
son Rockefeller, Sen. Barn Gold- 



water, Richard Nixon. 

WCl'O-TV in Cincinnati has a 
weekly feature called Coll the Doctor. 
Now upped from 30 minutes to a full 
hour, and in prime time (10-11 p.m. 
Sundays), the program presents a 
panel of physicians who explore vari- 
ous medical topics, w ith call-in ques- 
tions from \ iewcrs. Cincinnati phy- 
sicians credit the telecasts with help- 
ing dispel any false notions about 
professional reluctance to share med- 
ical knowledge outside the consulta- 
tion room. 

Endorsed by educators throughout 
the state. Science Countdown — 1962 
is a 14-week series on WBZ-TV. Bos- 
Ion, which will determine the top 
eighth grade "junior scientist" in 
Massachusetts, but whose larger pur- 
pose is to interest students in science 
and technology careers. More than 
65.000 eighth grade students in the 
state competed in a series of prelim- 



inary examinations to determine four 
top scorers in each of the 14 Massa- 
chusetts counties. Each Saturday, 
the four top scorers from a different 
county compete on the WBZ-TV pro- 
gram, with the winner to be awarded 
a scholarship to Lowell Technologi- 
cal Institute. The half-hour program 
is attracting widespread attention in 
Boston. 

Emphasis on crime, and ways to 
combat it. seems neck-and-neek with 
space, and space exploration, in 
]%2's local live programing. To 
name a few: The Constant Protectors 
on WTVI (TV) St. Louis (one epi- 
sode of this series appeared on ABC 
TV's Focus on America recently), 
The Prisons: a Profile on WMCT 
(TV) Memphis, and Works oj Dark- 
ness on KPIX (TV), San Francisco, 
all explore the mcnaee of metropoli- 
tan crime, while programs sueh as 
Frontiers of Knowledge on WF1L- 
TV. Philadelphia and Spaee — From 
the Ground Up on WJZ-TV, Balti- 
more, supplement the network's ex- 
tensive coverage of this subject with 
as much local and regional material 
as possible. 

Among the myriad community- 
service series that have sprung up 
during the last year or so (and like 
milady's parasol at the turn of the 
century, no decent tv station would 
today be without one), many hav£ 
won state and national awards. A 
camera 's-eye view of how local sta I 
(ions can. and do. meet the chal 
lenges of regionalism — or. as Otto P 
Brandt, vice president of KING-TV 
Seattle, puts it. "give new impact ti 
an old phrase: erusading journalism' 
— is realized in KING-TV's Los i 
Cargo series, whieh deals with tli> 
future of Seattle and the Puget Soun* 
region as a major port, as compared 
say. wilh Hour of Opportunity oi 
WSOC-TV. Charlotte. N. C. whic' 
dedicates itself to the particular, an' 
specialized, problems of the Chai! 
lottc Negro population. 

Many stations, especially tlio? 1 
along the eastern seaboard, at 
watehing with interest a new exper 
ment on WJZ-TV. Baltimore. Usin 
the segmented format of such lie 
work programs as Today, hut entir( 
ly local, WJZ (TV)'s Almanac bega 
(Please turn to page 43) 



Interviews, panels still major program source 




PANEL and interview-type shows are increasingly popular, some — such as Open Circuit on 
KYW.TV, Cleveland (top) and Call fhe Docfor on WCPO-TV, Cincinnati— with high ratings 



IV, 
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WHAT SPONSOR LEARNED ABOUT 



THE TOP 10 SPOT AGENCIES 

In-depth study of media department operations at 10 giant agencies, which last 
year bought over $343 million in radio /tv spot, showed striking industry profiles 



Last week SPONSOR published the 
Ifinal article in its series "Inside the 
top 10 spot agencies'" and concluded 
kin in-depth study of the media de- 
partments at these 10 giant shops. 

|{ The agencies covered were Bates. 
|Y&R, JWT, BBDO, McCann-Erick- 
son, Compton, B&B, Burnett, Esty, 
and Dancer -Fitzgerald -Sample. In 
1961 these ten, according to SPONSOR 
estimates, accounted for more than 
3343 million in radio and tv spot 
pilling, and some idea of their over- 

vhelming importance in the total 

pot picture can be gained from the 
[ace that they racked up more than 

15% of all national spot expendi- 

,ures last year. 

In the case of all but two of the 
gencies (Esty and D-F-S) the SPON- 
jOR study involved detailed conver- 
sions with media department heads 
( nd other top media executives. Esty 
,nd D-F-S, preferred not to talk me- 
|ia policies and strategies, and 
|PONSOR pieced together a profile of 
leir media operations from the most 



reliable outside trade sources. 

A summary of findings for the en- 
tire "Inside the top 10 spot agencies'" 
series shows these highlights: 

• In all but one of these agencies, 
the prestige and importance of the 



llllllllllllllllllllillllllllllllllllllllllllilllllllll 

TOPS IN SPOT 

The 10 agencies covered in 
the SPONSOR study, with 
dates articles appeared: 

BATES 5 February 

Y&R 12 February 

Mc-E 19 February 

JWT 26 February 

BBDO 5 March 

COMPTON 12 March 

B&B 19 March 

BURNETT 2 April 

ESTY 9 April 

D-F-S 9 April 

'] V lit !' :" 



media department is recognized and 
unquestioned. 

• This prestige and importance 
hat e been increasing in recent years 
as media men have developed greater 
and greater skills, and a more com- 
plete co-ordination of their work 
with agency research and marketing 
operations. 

• In all top shops the '"da) of 
hunch buying is over."' There is 
mounting pressure for more fact-find- 
ing in ever) media area. 

• Though c-p-m remains a basic 
tool in spot buying, all major agen- 
cies are looking beyond raw figures. 

« Nearly every top 10 media bead 
has a man or men on the road doing 
station and market research. Most 
will tell you they would like to have 
more of this activity. 

• All basic decisions involving 
media strateg) and choice of media 
are settled on the executive levels of 
the media department or by agency 
plans board operations. 
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• I lit' choice of particular stations 
on a spot schedule is usually made 
hy the timebmer. under the super- 
vision of a media group head. 

• Media procedure- \ar\ some- 
what at each of the top 10 agencies?, 
hut procedural differences are far 
less pronounced than differences in 
media "penumaHtj" or "attitude.'' 
In almost e\er\ case the media tone, 
as well as media philosophy of the 
a«enc\. is set 1>\ the media boss him- 
self. 

• \ irtualh evcr\ top 10 media de- 
partment head is now doing home- 
work on the subject of computers, 
whether or not his agencv has \et 
installed a computer system. 

• Spot t\ is hailed as a major 
marketing instrument h\ all leading 
agencies and there are indications 
that, as media research becomes 
more and more sophisticated, the use 
of tv spot will be further stepped up. 

• Spot radio is considered a ma- 
jor sale> tool 1>\ some, though not all 
of the top 10. lb>we\er, most report 
that the\ have heard important radio 
presentations recently, and have been 
impressed with what the\ were 
shown. 

Here are significant points about 
each agency, culled from the "Inside 
the top 10 agencies" series. 

1. Ted Bates. Hates, with 80 r ? of 
its $150 million billings in radio and 
tv, operates a "cabinet-type"' media 
department of 115 members. Under 



Kdwurd A. Gre\. senior v. p. in charge 
of media operations, are five eoin- 
pleteh autonomous media groups, 
each beaded 1>\ a v. p. and ''media 
director." Under the media direc- 
tors are one or more group super- 
iors, senior timebiners. timebiners 
and space bu\ ers. 

Rates is completely sold on spot tv 
I see Grey 's statement in box on page 
31) but the agene\ ha? some strong 
opinions on certain tv problems. 
'"Kate cards are a sore spot and some- 
thing should be done pronto to cor- 
rect the situation,"' sa\s Grey. He 
also fa\ors summer rates for spot tv. 
priced below the levels for the bal- 
ance of the \ear. '"The more ammu- 
nition we have to sell value, the more 
business the medium can hope for." 

Rates believes strongly in reach, 
("frequency is seldom more impor- 
tant than reach'") in tv buying, ft is 
also committed to a policy of con- 
stant improvement in spot buys and 
every Rates Inner is vested with au- 
thority and responsibilit) to improve 
whenever and wherever possible on 
current schedules. 

As to the impact of tv on market- 
ing. Gre\ says, "We need to con- 
sider markets as city zones or metro 
areas. But now the primary tv area 
represents a geographical market re- 
gion." 

2. Young & Kubicam. Y&R's all- 
media buying set-up. organized un- 
der William E. (Pete) Matthews, has 
six divisions headed by associate me- 



dia directors, backed by media ac- 
count supervisors and buyers. 

Though Y&R was one of the first 
agencies to install a computer and 
uses it intensively for many statisti- 
cal calculations, contracts, hilling, 
circulation breakdowns and other 
chores, the ke\ to the agene\'s atti- 
tude on media selection was ex- 
pressed by Matthews at a recent 4A's 
conference: ".Media selection is a re- 
spouse to life, not an engineering cal- 
culation. Human planning — with sta- 
tistical help — not computer mechan- 
ics is the ke\ ."' 

Matthews was one of the few me- 
dia directors who was willing to fur- 
nish SPONSOR with agency standards 
of cost-per-1.000 homes for tv spot. 
His figures for 20-seeond announce- 
ments: da\ — S1.50. night — $2.50. 
For minutes: day — S2.00. early eve- 
ning— $2.25. late night— $2.25. 

Radio is claiming significantly 
more attention at Y&R these days, 
and Matthews has organized staff 
meetings with presentations from 
RAB and other outside groups to 
give his buyers a better perspective 
on present day radio. "They had 
been so taken up with tv purchases 
the\ were not experienced in radio." 

Asked about the rise of network 
spot carriers, Matthews said he ex- 
pects the trend to continue "evr 
more so." Some sponsor identific 
tion lias been lost, but "nobody meas 
ures it any more." 

3. McCann-Erickson. This agency 






WILLIAM E. MATTHEWS, Y&R 

v.p., dir. media relations 



RICHARD P. JONES, JWT 

media director 



LEE RICH, B&B 

sr. v.p., media and tv 
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which in 1961 placed $39.2 million 
in radio/tv spot, operates its media 
services division under what it calls 
a "functional"' structure (it formerly 
used the group system.) 

Heading up the division is v.p. H. 
Nevin Gehnian. Top executives under 
him are Kelso Taeger, v.p. and man- 
ager, media departments, and Robert 
Coen, manager of media research. 
Media service is divided into two 
main sections. Planning, with four 
media planing directors and four me- 
dia planners, is responsible for all 
media plans and account service. 

The services section covers all me- 
dia and is headed by John Morena. 
It has three fulltime broadcast super- 
visors plus eight broadcast buyers. 
Supervisors and huyers are responsi- 
ble to planners on specific account 
assignments. 

At McCann, selection of media is 
the responsibility of media planners, 
while supervisors advise and coordi- 
nate analytical work in developing 
recommendations with the aid of huy- 
ers. In planning spot campaigns, 
buyers work on individual budget al- 
locations for markets to reach de- 
sired rating point levels. The time- 
buyer is responsible for execution 
of the approved spot plan, including 
rep contact and station selection. 

Mc-E buyers are specialized — eith- 
er broadcast or print. Media plan- 
ners are members of product groups 
on each account, and media is repre- 
sented in all plans board operation. 

Asked how the agency apportions 
a budget among different media, Geh- 
man said, "The effort is to do a bal- 
anced and effective job in one medi- 
1 Vim before adding another." 

4. /. Walter Thompson. In 1961 
7WT was the top spender in broad- 
past media among all agencies, 
hough its dollars in spot ($36.3 mil- 
ion were below the Bates spot total. 
Its media department, headed by 
p. Richard P. Jones, is organized to 
natch the requirements of the agen- 
t's account group management. It 
las seven associate media directors, 
ach with timebuyers reporting to 
t hem. 

1 JWT emphasizes media research 
divides as part of its media depart- 
ment operation. Jones calls media 
esearch the "never center of our me- 



SIGNIFICANT QUOTES BY TOP 
10 MEDIA HEADS ABOUT SPOT 

In Us study of the Top 10 Agencies, SPONSOR inter- 
viewed the country's foremost media men, and reported 
such important spot comments as these: 

"There is no better way for reaching vast numbers of consumers 
where you want to, when you want to, and how you want to, than 
through the spot medium." 

Edward A. Grey, sr. v.p., Ted Bates & Co. 

"We have been making, in the last two or three months, a definite 
effort toward developing business in radio. We have come to the 
conclusion that we weren't giving radio a break." 

William E. Matthews, v.p., Y&R 

"By the very nature of tv you're buying reach before frequency 
whether yon want to or not. Up to a certain point reach will build 
faster than frequency, and then the latter takes over. Reach is the 
first thing you want for most products, and frequency becomes a 
matter of budget." 

FI. Nevin Geliman, v.p., McCaim-Erioksoii 

"BBDO uses radio to solve marketing problems . . . but we"re not 
concerned with where we place, only with how we use it. Radio 
buying patterns are such that you must blend different stations to- 
gether; you must examine station profiles." 

Herb Maneloveg, v.p., media dir., BBDO 

"Spot's potential for selectivity, flexibility and tonnage are its great- 
est assets. Spot provides for concentration of advertising power 
wherever the customer may be." 

Ruth Jones, assoc. media director, JWT 

"Numbers are very effective and necessary tools, but they measure 
quantity, not quality. Numbers must be liberally laced with judg- 
ment or a machine must just as well do the job. Our clients seem 
to appreciate our judgment as they usually approve our departures 
from 'the numbers.' " 

Graham Hay, head buyer, Comptou 

"Media flexibility is very definitely a growing factor in today's 
scientific approach to marketing problems." 

Bern Kaiiner, mgr. media dept., B&B 
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ilia anabsis work" and points out 
that this function, which in main 
agencies is carried on outside the 
media department, has achieved a 
much more significant role at JWT 
in recent lears. ("At one time it was 
a peripheral operation, loosel) or- 
ganized on a catch-as-eatch-caii ba- 
sis.") 

A key post at JWT i~ held by Ruth 
Jones, associate media director and 
broadcast and station relations super- 
visor. A significant part of her spot 
Inning philosophy: "This is an ever 
changing medium. ^ on must know 
) our market* as the) are today before 
\ou plan, and know \our stations as 
thev are today before you buy." 

5. BBDO. The accent is on youth 




FRANK KEMP, COMPTON 

sr. v.p., media dir. 




TOM WRIGHT, BURNETT 

v.p., media director 



in BBDO's media operations, headed 
In 37-year-old v.p. and media depart- 
ment head. Herb Maneloveg, and 39- 
year-old v.p. and media manager 
.Mike Donovan. 

The BBDO s; stem employs some 
all-media buyers and some special- 
ists. It is organized under eight as- 
sociate media directors to whom are 
attached media supervisors and buy- 
ers. An important section of the de- 
partment is Media Anal) sis, beaded 
bv 30-) ear-old Ed I'apazian. respon- 
sible for anal) .sis and media plan- 
ning. 

More than most agencies, BBDO 
has devoted intensive attention re- 
centh to computers, and especially 
linear programing techniques for 




JOHN PEACE, ESTY 

president 




CLIFFORD FITZGERALD, D-F-S 

board chairman 



solving media problems. Asked 
whether BBDO computers would 
make it easier to buy spots, Donovan 
said, "1 doubt whether they will make 
it easier to buy, but they should 
speed up the process. "BBDO be- 
lieves that basically computers can 
aid in estimating, printing schedules, 
and defining quickly the depth and 
characteristics of spot purchases, 
within budget restrictions." 

6. Compton. This agency, which 
devotes 65T of its billing to tv. di- 
vides its tv dollars about evenly be- 
tween network and spot. 

Its 125 man New York media de- 
partment, headed by veteran senior 
v.p. Frank Kemp, consolidates all 
media functions, buying, media re- 
search, and budget control. It oper- 
ates with five associate media direc- 
tors and a buying staff of 17 under 
headhu)er Graham Hay. Compton 
buvers are specialists, not only in 
print or time, but in network or spot. 

Basic media plans are evolved by 
the associate media directors. Gra- 
ham Hay reports that at Compton. 
timebuyers play a lO 1 ^ to 20% role 
in media selection, 30% to 40% role 
in market selection, 100% role in 
station selection. In other factors af- 
fecting media purchases their roles 
range from 50^ to 100%. 

7. Benton & Bonks. With 100 
media experts and 77% of its billing 
in radio/tv, the B&B media opera- 
tion is headed by vigorous, outspok- 
en Lee Rich, senior v.p. in charge of 
media and tv programing. 

When the sponsor article was writ- 
ten Kich T s chief aide was v.p. and 
media department manager Lee Curr- 
lin who last week moved into tv pro- 
gram manager. His place was taken 
by v.p. and associate media director 
Bern Kanner. head of the General 
Foods media account group. 

R&B emphasizes that its media op- 
eration is part of the "total market- 
ing process"' for each brand or prod- 
uct. "Our buyers take a part in the 
various factors affecting media 
choice" (they are trained as all- 
media bujers) and, sa\s Kanner, "1 
think our system is better because it 
makes our buyers well-rounded and 
knowledgeable. They have choices.! 
rather than a bias." 

(Please turn to page 43) 
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MUSICAL stills of Ken Nordine (c), exponent of the "word jazz" technique, plus imaginative copy by FRC&H, 
S. F., creative director, Bob Pritikin (r) went into the making of ananf gorde "visual" commercials. Shown 
here with them doing a recording session in Chicago is ; Richard Campbell (I), jazz combo leader 



HOW RADIO 'PICTURES' COLOR 

^ Long-time West Coast paint manufacturer breaks from traditional ad format and 
,opens up heaviest radio campaign in paint industry backed up by 'visual* copy 



Early this month, a West Coast 
[ipaint manufacturer stacked all his 
advertising chips on radio's "visual" 
selling powers and broke the heaviest 
national spot radio campaign re- 
portedly ever undertaken by a paint 
I company. The ace in the hole: a 
batch of commercial copy which 
proves that creativity is something 
more than a slightly-frayed, bandied 
about industry word. 

The advertiser is San Francisco's 
W. P. Fuller & Co. The radio drive, 
'scheduled over a two-and-a-half- 
nonth period, embraces some 4,080 
announcements weekly, aired over 
190 stations in 90 markets through- 
out eight western states: Washington, 
Dregon, California, Arizona, Nevada, 
' T tah, Idaho, Montana, plus Hawaii 
'ind Alaska. 

| The creative work that went into 
he making of the radio commercials 



was handled hy the San Francisco 
office of Fletcher Richards, Calkins 
& Holden under the supervision of 
its creative director. Robert Pritikin. 
And according to enthusiastic reports 
from persons having had pre-cam- 
paign exposure, it would seem that 
the paint messages have established 
a new high in commercial entertain- 
ment value. 

So arresting are the cleverly con- 
trived commercials — an unusual lyri- 
co-jazz technique developed to create 
images of paint colors — requests for 
hundreds of et's began pouring into 
client and agency offices from station 
contacts and others even before the 
commercials were exposed to the pub- 
He. There are many who consider 
the Fuller messages "something of a 
renaissance in advertising."' reports 
Doris Williams. FRC&H. San Fran- 
cisco, media director. (For sample 



of commercial, see box on next page.) 

When W. P. Fuller & Co. appointed 
Fletcher Richards, Calkins & Holden 
as their advertising agencv last fall, 
they presented the agency with the 
challenge of creating new and spark- 
ling advertising that would break 
with the traditional pattern and for- 
mat common to the majority of paint 
advertisements. 

Fuller's, and for that matter, most 
of the industry's advertising was con- 
centrated in print media. Mainly it 
featured a standard set of product 
characteristics and presented them in 
standard visual format. 

FRC&Il's premise was to adapt a 
fresh, non-traditional medium for 
paint: and feature the single, most 
important aspect of paint— color, 
which surprisingly was not being 
emphasized by the paint companies. 
To communicate the emotion and 
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beauty of color, radio was selected, a 
medium once famous for such 'visu- 
al " programs as / Lore a Mystery, 
Light* Out. and Arch Oblar Pro- 
ductions 1ml a medium which in 
recent year* lias too often failed 
to use this great potential for "Visual- 



ization" \\ itli programing. 

FRC&H believed that radio could 
create stimulating:, provocative and 
accurate graphics with its potential 
for etching moods and images on the 
listener's imagination. With this phi- 
losophy, the agency embarked upon 



the preparation of a scries of com- 
mercials designed to create an acute 
public awareness of the name Fuller, 
and to establish W. P. Fuller Faint 
unequivocally as the leader in the 
field of color. 

To best portray color, attention 
was focused on three vital factors: 

1. Emotion. Because color in itself 
can be a highly emotional entity, it 
was considered appropriate to make 
radio commercials highly emotional 
in nature. 

2. Subjectivity. Because color is a 
subjective value, it was felt that the 
commercials should be of a highly 
subjective character. 

3. Creativity. Because selection 
and use of color is a creative process, 
certainly the commercials should 
reach a high level of creativity. 

The plan, then: to create with word 
associations, inference, analogies, and 
interpretive music, a composition of 
elements which would incite the list- 
ener's imagination into "seeing" col- 
ors more dazzling, more subtle and 
more beautiful than could be achieved 
with a more literal technique. 

With this in mind, Fuller Paint and 
the agency enlisted the services of 
Ken Nordine. a member of the Uni- 
versity of Chicago "Think Council." 
and an expert in the field of com- 
munications. An entertainer and mu- 
sician of repute, as well as a popular 
Chicago radio personality. Nordine 
is said to be the country's leading 
exponent on the "word jazz" tech- 
nique; i.e.. creating images by sound. 

Nordine developed the musical 
background for the commercials and 
helped FRC&H's creative director. 
Bob Prilikin create the copy. He 
also voiced the announcements. Also 
recruited were the talents of some ol 
the world's most skillful jazz mu 
sicians — all living in Chicago. 

Nine 60-second radio commercial' 
were produced. The recording ses 
sions. which lasted over seven hour; 
at the Universal Recording Studios ii 
Chicago, w ere planned in such a vra; 
as to provide all performers in tin 
project maximum freedom to cxprcs 
their spontaneity. No musical ai 
rangeinents were used. Scripts wer 
constructed in such a way as to pel 
mil imaginative departures lo occu 
at the session. Four jazz musiciar 
(Please turn to page 46) 



How copy combines paint and emotion 




Enthusiasm over new campaign runs high in company, says Palmer 
Field, (I) paint ad manager, W. P. Fuller & Co., shown here listening 
to commercial (below) with FRC&H creative director Robert Pritikin. 



BLACK 

The Fuller Paint Company invites you to stare with your 
ears at black. 

(SOUND: WHISPER BLACK FULLER PAINT THROUGHOUT COM- 
MERCIAL IN RHYTHM) 

Black can be a problem. Some people are afraid of black. 
Don't be. You don't have to be. Oh I know how - the dark 
can grab you. 

(SOUND: SCREAM IN BACKGROUND) 

Don't be afraid. That's just the old black. Ever stop to think 
of black as a friend. Can be as soft as a dreamless sleep. 
Clo-e your eyes (unless you're driving). See how lovely 
black can be. He brave. Paint one of your walls black. Or 
maybe the ceiling. Or maybe the bathtub. Just think . . . no 
more rings!! Hut don't get an unhlack black. For a black 
black — remember to remember \hs Fuller Paint Company. 
A century of leadership in the chemistry of color. Visit your 
Fuller Color Center today or tomorrow ... or yesterday. 

■< i ii n 1 



54 



SPONSOR • 16 APRIL 196, 



15% 




TEST YOUR MEDIA KNOWLEDGE 



JVhat are some of the figures that an ad- 
vertising manager or account executive 
should have at his finger tips? 

If lie already happens to know the answers 
to some of these questions, we suggest he 
i try them on his neighbor or colleague in the 
next office. Better still, he might try them 
I on his wife, who happens to he a mighty hep 

I gal. He'd be surprised to learn how much 
she knows about c-p-m, the cost of spot tv 
and split-runs. But back to our quiz! 



1. Have you any notion how many homes radio reaches 
each week? How many daily in the daytime? How 
many every evening? 

2. What percentage of all homes are reached by radio 
today? 

3. Can you name the five leading network tv adver- 
tisers in the fourth quarter of 1961? 

4. How many U. S. homes are now tv-equipped and 
what was the percentage increase in 1961 over 1960? 

5. Can you estimate the audience in the average minute 
in television in 1961? 

6. How much did advertisers spend in network tele- 
vision in 1961? Was this an increase or decrease 
of how much over 1960? 

7. Approximately how much national spot gross busi- 
ness went into television in 1961? Was this an 
increase or decrease, and how much, compared with 
1960? 

8. As you probably know, network c-p-m homes 



1 



dropped last year. Can you tell us what was the 
all program c-p-m in 1961? What was the c-p-m 
for evening programs ia 1961? . What was the cost 
for daytime programs? 
9. In round figures, how much would it cost me to 
sponsor (time and talent) a half-hour program in 
nighttime network television? How much would an 
hour program cost? And if I decided to buy a 
participating minute in a nighttime program, how 
much would it cost? 

10. What percentage of women dominate the in-home 
radio audience, particularly in the morning? On 
the average during the broadcast day there are be- 
tween and listeners per home. 

11. How many brands used network television in 1960? 
How many brands used spot television in 1960? 

12. How 7 many television stations are now on the air? 

13. How many television markets are there? 

14. What is the 23rd television market (metro popula- 
tion) (tv homes potential) (tv homes reached) ? 

15. What is the base cost of prime time 20s in the top 
50 markets? Top 100 markets? 

16. What percentage, based on one time rates, is a day- 
time minute of a prime time 20? Late night minute? 
'Fringe' minute? 

17. Using prime time rates, what percent, in general, 
is an I.D. of a 20? A 30? A 40? 

18. What is the average discount for six announcements 
per week (daytime) ? Twelve weeks, daytime? 

19. How many am stations are now on the air? How 
. many fm stations? 

20. In traffic time, what is the average radio announce- 
ment discount from one week rates for 12 announce- 
ments per week for (a) 26 weeks (1>) 52 weeks? 

(Answers on page 49) 
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Part two of two parts 



MORE ON RADIO'S CREATIVITY 



^ New SPONSOR survey of 'radio's creative revolu- 
tion* reveals stations filled with hundreds of new ideas 

^ Sales-huildiiij; devices, imaginative and unusual, 
range from salesman's spouse kits to trading stamps 



N 



ew forms of creative selling in 
radio are paying off al the box office. 
Many station promotion managers, 
encouraged b\ their bosses, are rap- 
idly turning old doughnuts into new 
and tasty crullers and giving mauve 
decade stunts a decidedly latter-day 
twist — a twist, however, that bears 
no ealisthenic relation to Chubby 
Checkers. In some instances, the pro- 
motional endeavors have proved 
splendid transformations of tech- 
niques adroitly employed by the late 
Dexter Fellows and Harry Ueichcn- 
bach. 

What appears certain, however, in 



this period of atomic uncertainty, is 
the constant lure of the flagpole sit- 
ter. 'I he flagpole sitter, as a shekel 
shaker, uas high on the list years 
ago. And he is still high on the list, 
if one is to judge by recent goings-on 
in the environs of WROK, Rockford, 
111. For the benefit of its sponsor. 
North Towne Shopping Center, the 
station hired a grizzled flagpole sitter 
and hoisted him in the middle of the 
shopping center with the prime ob- 
ject of developing traffic for a sus- 
tained period — an object achieved 
w ith remarkable success. 

Some 12.000 persons turned out 



to watch the flagpole sitter lifted by 
crane to start his sitting campaign. 
WHOK had its call letters in neon 
lights on the pole. The stunt ran for 
"4 days and the station sold tic-ins 
with housing, plumbing, lumber and 
materials, games, camping, painting 
to firms outside the shopping center. 

WHOK sold spots to all the stores 
in the center. During the promotion, 
the flagpole sitter was heard on the 
station from 10 to 20 times daily in 
short talks, deejay chatter, cross talk 
with children and adults at the base 



of the pole. There was a 16' 



spurt 



in business at the shopping center as 
a result of the stunt, the station said. 
Said a station executive to SPONSOR: 
"iNcedless to say, the shopping cen- 
ter is now one of our top accounts 
and worth many thousands of spots 
each year."' 

WTOP, Washington, cites numer- 
ous advertisers who have gained con- 
siderably from the station's promo- 



PLACE 
3* STAMP 




Top Value Million-Stamp Sweepstakes 
% Radio Station KOB 

1430 Coo I Avenue 5 W 
Albuquerque, New Mexico 



Enter KOB's 
TOP VALUE 
MILLION-STAMP SWEEPSTAKES 



Dale 

— Enfer often ... A new contest every week — 
Listen to KOB radio, 770 on your diol, for complete 
entry information ond prixe drawings. 





TOP VALUE Million Stamp Sweepstakes (I) KOB, Albuquerque, was an effective promotion. In a six-weel period, I million stamps were given, 
away. Kyle Rote, footballer and WNEW, N. Y. sports director, at 'Good Grooming for Citizenship' rally under Howard Clothes auspice' 
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Salesman's Spouse Kit 



^ rot THC UTTLt WOMAN WHO WANTS TO Wi«M Mfl 
MAN TO GttATM HftCKTl tM THS Wl* SAUtt COHttSTi 




GET OUT AHD SELL! WIN THE WIP SALES CONTEST 



u /torutim you win the wip sales contest/... « 




MO 1=000 ! 
uisttii — 

YOU WIN 
THE WIP 
SALES 

contest: 



I 



PON T BE LEFT AT THE POST! 



rir» ml Mil tool «* 



f»W JJHT MP SALES CONTEST 



rotffi coma 



RfGHTNOWf 



SALESMAN'S Spouse Kit was created by WIP, Philadelphia, for Harbison's Dairies and wa; 
a most effective promotion' for the client, according to W. S. Roberts Advertising Agency 

i 
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ional endeavors in their behalf. It 
ites a fine job for book publishers 
m Class C time. "The response has 
been most enthusiastic on the part of 
the book stores in the local area," 
Lloyd W. Dennis, Jr.. v.p. and gen- 
2ral manager of WTOP, told SPON- 
SOR. "Nighttime radio we have al- 
ways felt to be a real 'sleeper' with 
mtapped sales value potential. In 
pur 8 to 10 p.m. period Jaime Bragg 
ffered, free. 12 volumes of 'CIA: 
The Inside Story.' All a listener had 
Lo do was write in a card saying he 
vould like to be in on the drawing. 
The promotion ran for a total of four 
aights and drew in excess of 600 
ntries; this at the so-called zenith 
Sf tv viewing." Dennis also told of 
itilizing the all-night program to 
food advantage. He described a pro- 
lotion which the station calls OWLS 
nd LARKS. All a listener had to do 
as send in a card and state whether 
e was an owl or a lark. Each night 
le station drew suitable prizes for 
oth groups. All a listener had to do 
as have his name entered in one 
itegory or the other. The station 
veraged better than 100 entries per 
ight. It is Dennis' belief that radio 
in deliver respectable impressions 
nd responses in all time periods, but 
lie use of night radio combined with 
naginative selling "is achieving . . . 



surprising results." 

In the New York City area, where 
competition among radio stations is 
extraordinarily keen, there have been 
some outstanding examples of in- 
genuity in hypoing by means of ex- 
ploitation the advertiser's message on 
the airlanes. One of many notable 
examples is that of WNEW, New 
York, which staged a "Good Groom- 
ing" project among high school sen- 
iors when Howard Clothes bought a 
parcel of spots on the station includ- 
ing time on Kyle Rote's program. 
With the approval of the N. Y. Board 
of Education, the station set out to 
find the 86 best-groomed students iu 
New York. Each of the best-grooined 
were awarded certificates and, of 
course, complete Howard Clothes 
wardrobes. The sponsor was elated 
with the project which, among other 
things set out to "encourage good 
grooming habits among students and 
thus add another weapon to the cam- 
paign for juvenile decency." 

Not always is the consumer in- 
volved in the promotional endeavors 
engineered by radio stations work- 
ing closely with agencies and their 
clients. In some instances, stations 
have come up with splendid exam- 
ples of effective promotions involving 
product salesmen. A first-rate exam- 
ple was "The Salesman's Spouse Kit" 



staged by Harbison Milk Co., in co- 
operation with the W. W. Roberts 
Advertising Agency in Philadelphia, 
and Arnold H. Katinsky, promotion 
director of WIP, Metropolitan P> road- 
casting's Philadelphia outlet. 

Katinsky created the idea for the 
sponsor who had purchased a sub- 
stantial schedule on WIP and wanted 
a merchandising plan to go with it. 
The station suggested the Spouse Kit 
sales contest to be held among driver- 
salesmen of Harbison Dairies. Dick 
Re> nolds. WIP's all-night man, 
launched the contest with an on-the- 
air pep talk. The station also catered 
coffee and donuts at the company's 
garages while the salesmen were 
tuned to the pep talk. Harbison 
Dairies supplied WIP with names 
and addresses of the wives of the 
driver-salesmen and the station 
mailed the kits to the wives of the 
sales contestants. The promotion 
proved so successful that the station 
used this plan with its own sales 
force, as well as with other clients. 

In the case of Continental Baking 
Co., the client wanted to give its big 
store outlets a chance to win a prize 
during their combined radio/tv cam- 




FLAG POLE sitter proved magnet for shop- 
ping center promo by WROK, Roclford, III. 
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NET TV'S 1961 HIKE 

^ $12.3 million in new advertiser hillings went to 
network tv last year, led by $6 million from Metrecal 

* Total net billings climbed 9.7% to $748.3 million 
as C-P-M dropped again in favor of network advertisers 



paign. WGX Chicago, predetermined 
how main winners were to be chosen 
from a group of 1.200 stores. After 
deckling on the figure of 30 winners, 
the station printed up 30 cards with 
a picture of Jack Brickhouse and 
Darren McGa\ in plus a sufficient 
number of cards for each driver to 
have a picture of Brickhouse and Me- 
Cavin in their left breast coat pocket. 
The station then printed 1.190 cards 
with a picture of Wall) Phillips and 
Mary Jane Clark for those 1.190 
grocers to wear in their left breast 
coat poeket or shirt pocket : As Don- 
ald A. Getz. manager of sales serv- 
ices. WGX. Chicago put it: "Obvi- 
ously, the 30 grocers with the Brick- 
house-McGuvin material were going 
to have cards that matched with the 
Wonder Bread salesmen, but none of 
the grocers knew whether the card 
they had was a winner or not. The 
instruction? on the bottom of each 
card were simple and, of course, 
WGX and WGX-TV received promo- 
tional benefit, as did Wonder Bread. 
As the driver salesman came across 
a winning card he was instructed to 
have the grocer write his name on 
the reverse side of that card and send 
it in to WGX. The station then gave 
each of the winning cards a record 
album as a combined gift from Won- 
der Bread and WGX. 

A number of stations have come up 
with simple, albeit effective, stunts for 
film promotions. To excite listeners 
to see a science fiction film. "Gordo 
-The Magnificent." WPEX. Phila- 
delphia, hid a glossy picture of 
Gordo somewhere in the center of the 
city. Rhymed clues as to the loca- 
tion of the picture were broadcast 
daily. A prize was offered to the lis- 
tener who found it and returned it to 
the station. The amount of the prize 
went up each day it was not found. 
It was finally located and returned 
to the station on the fourth day. The 
photograph had been scotched taped 
beneath a telephone book ledge in a 
public telephone booth. 

When "Fanny"' (film version) was 
booked into the Rhodes Theatre. At- 
lanta. WSB provided an effective pro- 
motion. A special WSB movie party 
was planned to bring housewives to 
the theatre to create word-of-mouth 
advertising. Five hundred tickets 
(Please turn to page 47) 
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N etwork television's $66 million 
advance in gross time charges last 
j ear was bolstered 1>\ the spending 
of $12.3 million by first-time net ad- 
vertisers, according to figures re- 
leased today (16 April I by Television 
Bureau of Advertising. 

Leading the list of 47 sponsors 
new to net tv was Mead Johnson & 
Co. with expenditures of $5,902,376. 
The advertising was placed by Ken- 
yon & Fckhardt for Metrecal, weight- 
control nutrient produced by Edward 
Dalton Co.. a division of Mead 
Johnson. 

The V. S. National Bank of Port- 
land was the smallest new advertiser 
in terms of billings. The company 
spent $584 in net television last year. 

Figures were compiled by Leading 
National Advertisers-Broadcast Ad- 
vertisers Reports and released by 
TvlS. 

TvB bad announced recently that 
total network time charges hit $748,- 
373.000 in 1961. The change repre- 
sents a 9.77c increase of $66,002,000 



as compared with the 1960 tally, 
estimated at $682,371,000. 

Spot gross time charges in 1961, 
however, advanced only 2.3%, from 
$603,294,000 to $617,398,000. This 
was a gain in billings of $14,104,000. 

Last year was the second highest 
on record in the number of adver- 
tisers using network television, ac- 
cording to TvB. A total of 341 com- 
panies used net tv during 1961. The 
highest number — 376 — was recorded 
in 1960. However, says TvB, the 
total was boosted by the ad\ertising 
activities of national political groups 
in an election y ear. 

Procter & Gamble emerged once 
more as top net spender with $51,- 
927,897. P&G alone accounted for 
slightly more than $5 million extra 
in billings for '61. In 1960 the com- 
pany paid out $46,406,679 for net- 
work time. 

American Home Products remained 
in second spot, spending $33,911,210, 
or approximately $600,000 above the 
1960 level, $33,376,057. 



a i i 



C-P-M for network programs down in '61 





All Programs 


Evening 


Daytime 


1961 


$2.72 


$4.00 


$1.94 


1960 


2.73 


4.04 


1.96 


1959 


2.82 


3.88 


2.25 


1958 


2.96 


3.78 


2.44 


1957 

Noli' All llio il> 


2.90 

vi- data is lepcirli'il 1MJ « prociam ba,l 


3.85 

. Source: A. C. NlcKcn Co. 


2.24 
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SPARKED BY 47 NEW SPONSORS 



In third place was Lever Bros., 
with expenditures of $28,761,548. In 
1960 Lever Bros, chalked up $28,- 
613,140 in net television. The com- 
pany replaced General Motors, which 
this year moved to fourth place. GM's 
total was $23,811,830, up from $22,- 
985,033 in 1960. 

R. J. Reynolds Tobacco moved into 
fifth place with expenditures of $21,- 
740,922. In 1960 the company spent 
$15,891,416 in network tv. 

More than half of all network ad- 
vertisers, or 180. were under the 
$500,000 mark in net tv expenditures. 
The breakdown; less than $250,000— 
138; less than $50,000-^17; $50,000 
to $100,000—32: $100,000 to $250,- 
000—59. 

Other reports from TvB: 
A slight drop (0.3%) in percent- 
age of homes using television during 
the average minute was noted in the 
evening, although actual television 
homes increased by 600,000, accord- 
ing to A. C. Nielsen. But morning 
and afternoon figures showed slight 
gains. In the morning, percent of 
homes using tv rose from 12.8% to 
13.1%; in the afternoon, the figure 
rose from 23.3% to 23.9%. 

Network cost-per-1,000 for all pro- 
grams drop 1 cent, to $2.72. Night- 
-time c-p-m fell 4 cents, to $4. Day- 
time c-p-m also decreased 4 cents to 
l$1.94, marking the first simultaneous 
decrease for daytime and evening 
programs in several years. 

The number of television homes 
in 1961 rose 4.5% to 49 million, 
marking a 90 percent penetration. 
Television homes with more than 
one receiver were up 10.3% to 6.4 
million. (Source; A. C. Nielsen) 
Average hours of television usage 
er home in 1961 was 5 hours and 
7 minutes — a one-minute increase 
H'er 1960. Total hours of usage per 
lay was up 4.2% to an all-time high 
of 240,100,000 hours. (Source: A. C. 
Vielsen) 

The number of commercial televi- 
sion stations on the air in 1961 rose 
|from 527 to 541. Vhf stations were 
Up by seven to 458; uhf outlets in- 
creased by seven to a total of 83. 
■(Source: FCC) ^ 
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Hull „ 

New net advertisers spent $12.3 million 

Rank among Over-all 1961 

new advertisers net rank figures 

1. Mead Johnson 36 $5,902,376 

2. Food Manufacturers 122 928,420 

3. Prewitt, J. Nelson 124 841,762 

4. Martin Marietta 148 598,273 

5. Nutri Bio Corp 152 550,270 

6. Eldon Industries 164 484,221 

7. Hertz 180 382,250 

8. Golden Grain Macaroni 183 366,900 

9. Dr. Pepper 199 271,800 

10. Merritt Chapman & Scott 219 214,600 

11. Emenee Corp 229 175,070 

12. Bradley, Milton, Co 234 153.600 

13. General Ins. of Amer 235 152,748 

14. Wilson & Co 241 140,386 

15. Houbigant 251 117,450 

16. Melnor Industries 252 115,127 

17. Buitoni Foods 254 110,000 

18. Lowenstein, M. & Sons 263 99,538 

19. Foster Grant Co 264 98,966 

20. Merck 266 96,985 

21. Mirro Aluminum 267 96,474 

22. Dominion Electric 269 92,829 

23. Union Central Life Ins 277 75,348 

24. Xerox Corp 278 74,670 

25. Blumenthal Bros. Choc 279 73,120 

26. Gulton Industries 280 72,440 

27. Plasti Kote 282 69,660 

28. Mystik Adhesive Products 289 55,640 

29. Hanes Hosiery 294 49,812 

30. Matson Navigation 296 49,220 

31. Baldwin Piano 298 49,057 

32. Chatham Mfg 302 40,730 

33. Father John's Medicine 304 35,200 

34. Siris, A. J. Products 307 31,010 

35. Carter Ink 308 30,218 

36. Gorham Corp 309 29,676 

37. Jiffy Products 310 29,217 

38. Stowe Woodward 311 29,019 

39. Windsor Industries 312 28,025 

40. U. S. Photo Supply 317 25,401 

41. Wiedemann Brewing 319 22,704 

42. Lober, M. & Assocs 326 14,067 

43. Narragansett Brewing 332 9,717 

44. Int. Auto Sis. & Svc 334 9,360 

45. Schaefer, F&M, Brewing 337 4,400 

46. Fairmont Food 338 3,780 

47. U. S. Natl. Bank of Portland 341 584 



TOTAL 

Source: TvB/LNA-BAR 

iiiiiiiiiiiuniiiiiiiiiiiiiiuiiiiiiiiiiiiiiiri wiiiiiiwuiwiiiiiiniiiffliiiii; 



$12,326,123 
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HALEY'S COMMENT 





Media people:] 
what they are doing 
and saying 



TIMEBUYER' 
CORNER 



If you want to know if people are 
paying attention to you, try doing 
something wrong. This is an unfor- 
tunate but true fact of life, and one 
that children catch on to very early 
in life. They discover that crayoning 
a picture of Daddy on the dining 
room wall is a guaranteed way to 
make you the focal point of the 
family. Later on, when they get to 
be adults, people often forget this 
useful little fact — but not if they 
manage WE2E they don't! 

Let one of our announcers say 
exquis ite instead of ex-quis-ite 
and you can bet your life we'll hear 
from one English teacher in Maine, 
three in Massachusetts, and an- 
other in Vermont. Mispronounce 
Princess Radziwill's name in a 
news report and the maii bag bris- 
tles with letters telling you to 
straighten up. 

Naturally, on WE2E we try to 
keep our errors to a minimum, but 
we have to admit that even the 
critical letters are welcome because 
they're a sure sign that people 
aren't just tuning in — they're 
really listening. And besides, we 
can always console ourselves with 
all the congratulatory letters that 
pour in (literally) from every corner 
of New England. 

Our favorite letter this month 
was from a farmer in Vermont, who 
said he'd installed a portable radio 
in his hen house, kept it tuned to 
WE2E, and thereby increased egg 
production by about 20%. Hens 
having notoriously little spending 
money, we're not sure this is any 
great asset to our advertisers, but 
at least it's nice to know that if we 
occasionally lay an egg that we 
have to apologize for, there are an 
awful lot of eggs being laid that 
somebody's happy about. 

Sincerely, 




BOSTON 



Arthur E. Haley 
General Manager 



P.S. And if you'd like to find out about all 
those WEZE listeners with lots of spending 
money, write or phone me ot WEZE, Stotler 
Office Bui/ding, Boston, Moss., Liberty 
2-1717, or confocf your nearest Robert E. 
Eastman representative far all details. 



E<1 Green joined Lawrence C. Gumbinner as broadcast super- 
visor, leaving Benton & Bowles where lie was an assistant media 
director . . . Howard Lelchnk has been made an assistant media 
buyer at Fuller & Smith & Ross . . . Rnth Supiro has been ap- 
pointed assistant media research director at Kenyon & Eckhardt. 
She was previously director of the research department at Blair 
Television Associates . . . Horace Judson named media director 
of Hicks & Greist . . . Donald Scandlin is now a media buyer at 
Fuller & Smith & Ross. Formerly, he was a media supervisor 
at Erwin Wasev. Ruthrauff & Rvan. 




SO FAR, the Blair-Tv "Rip Coeds" have received no answer from Pete Matthews of Y&R 
or the Y&R media department to their challenge of a parachute jumping competition. 
But, here they are, prepping, at a New Jersey skydive field: (l-r) a.e. Bob Hemm, 
sales assistants Liz Magee, Jeanne Bogner, and Pat Mahoney; and a.e. Otto Ohland 

Blair-Tv's softball team plays Y&R's team each spring, and now the 
rep firm's staff has invaded a new sports field which it has challanged 
Y&R to compete in: parachute jumping. Members of its parachute 
team are account executives Bob Hemm and Otto Ohland and sales assis- 
tants Liz Magee. Jeanne Bogner, and Pat Mahoney. 

Hemm now tells his neighbors that he's in the parachute business. 
Asked how's business, he says: "I don't know, it didn't open up yet." 

Jeanne Bogner claims that her uncle achieved distinction as the first 
man to jump out of an airplane. "It took real courage in those days to 
do a thing like that," she says. "After all, parachutes hadn't been invented." 
(Please turn to page 42) 
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North Carolina's Grade A World 

where only one station provides 
Grade A Coverage of 14 cities 
ranging in population )m 
11,000 to over 120,000, and City 
Grade Service exclusivel y to the 
state's top metropolitan mar 
inston-Salem, Greensboro, 



Call Peters, Griffin, WootUvaici, ttis. 



TELEVISION 

® 8 

CHANNEL 12 

WINSTON -SALEM /GREENSBORO /HIGH POINT 
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The THIRD MAN is back! 




In a NEW series 




More EXCITING than ever 




■ma 

Tmr 

U 

sfarring 

MICHAEL RENNIE 

Proved with top ratings 

Montgomery 42.3 

Rochester 31.0 

Cleveland 27.7 

Birmingham 27.1 

Albany, Ga 48.8 

Omaha 27.0 

Boston 21.6 

Tallahassee 41.6 

Des Moines 26.6 

Albany, Troy, Schnectady 27.7 

call NTA 

for availabilties 

of these 38 
new productions 

OFFICES: 

New York, New York 

10 Columbus Circle JU 2-7300 

Chicano, Illinois 

612 N. Michigan Ave. MI 2-55G1 
Beverly Hills, California 

8530 Wilshire lilvd. Or. 5-7701 
St. Louis, Missouri 

915 Olive St. CE 1-605G 




TIMEBUYERS 
CORNER 



(Continued from page 41 



Paul llcniicii of WGIIF (Fi\l), Brookficld, Comm.. took a tavi 
hist week to J. Walter Thompson to see Lou West. Travel 
in «r east on 51th Street, the eal> careened around the 
eorner onto Madison, narrowly missing a hns, swung across the 
white line and screeched in another turn to miss a car. Ilcnncti 
asked the driver to he more careful. 

"Don't worry, mister,"' said the driver. "I spent three years 
in the hospital after the war. 1 don't intend to land in another 
one. 

"I'm sorry to hear that," Hen lien said. "Yon niiist've heen 
pretty hadly hurt." 

".Nah,'" the driver replied. "I was a mental ease." 



4 




DISCUSSING markets: Joe Kilian (I), MeCann-Eriekson buyer, lunches with (l-r) Kei 
Campbell of H-R Representatives and Bill Simpson of KOL, Seattle, at the Envo 



Al Parent) of Young-Tv was at the Pen &• Pencil with Len Soglio la: 
week and described the secretary who onee worked for him who mh 
understood everything he said. Parenty said, "I told her, 'Take a let! 
to Dale Larsen, KTYX, Wichita. Kansas'— and I've never seen her since. 

Dong llumm of Charles W. Hoyt lunched at the Dnhonnc 
Uestanrant with a station man who said that the standing ovi 
tion some hroadcasters gave Newton Willow's speech at the iSAI 
luncheon in Chicago was misleading. "They were just trying t 
shake the crunihs off their laps," he told Hniiini. 



< 
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LOCAL LIVE PROGRAMS 

(Continued from page 28) 

a daily 7:30-8:30 a.m. Monday-thru- 
Friday run on 9 April, includes news, 
sports, weather, traffic, an exercise 
, girl, comedy bits, Baltimore history, 
I man-on-the-street interviews, etc. 
That live programing can match in 
ratings, and in many instances out- 
[ distance, film programing is borne 
out by the move of KDKA-TV, Pitts- 
I burgh, which in the last year re- 
i placed three syndicated film series 
with three live studio productions: 
Safari, with live animals, swinging 
I vines, etc., 6:30 p.m. Friday: Three 
) Star Final, a week-end study of 
I "news in depth," 6:30 p.m. Sunday; 
I and the John Reed King Shoiv, a 
I 9:30 a.m. Monday-thru-Friday vari- 
ety entry sponsored by such national 
I advertisers as Kellogg, Lever Broth- 
I ers, Bristol Myers and Gillette. The 
[ station reports to SPONSOR "unprece- 
I dented success" in all three instances. 

Live drama and other forms of the 
I performing arts are on the ascendent, 
I too. according to most observers. 
■ This isn't too surprising in cities like 
I New York, where programs such as 
I American Musical Theatre (WCBS- 
|TV) continue locally; or Los An- 
I geles, where 90-minute dramas high- 
I light WNXT's live programing; or 
Chicago, where a weekly series of all 
art forms from drama to music to 
readings runs on WBBM-TV under 
the title Repertoire Theatre; or even 
St. Louis, where music specials based 
on the culture of the city are a high- 
mark of KMOX-TV's live ventures. 
But both repertory and original dra- 
ma are being done in tv studios 
across the country, especially those 
aided by the proximity of colleges. 
Some stations, such as KXTV (TV) 
in Sacramento, an area bristling with 
colleges and universities, present full- 
> season original drama series. Others, 
,such as WANE-TV in Fort Wayne, 
(incorporate original drama in regu- 
larly scheduled live programing, as 
per a play based on the death of 
Lincoln, acted by grade school chil- 
dren on the Ann Colone Show, and a 
play written and produced hy engi- 
neering students of Purdue Univer- 
sity for the station's Horizon. 

In medium-sized and smaller mar- 
cets, there is greater concentration 
)n live remotes than has been previ- 
>usly noted. One station manager 
■ays that with modest production 



budgets, and often a wide area to 
cover, the live remote can be the 
chief means by which a station in- 
volves itself completely with its com- 
munity, and thus thoroughly identi- 
fies itself with that community's wel- 
fare. 

"To cover a church function re- 
quires the utmost taste and the least 
intrusion of the technical," says 
Joseph Baisch, general manager of 
WREX-TV. "For most ceremonies 
of this nature, we conceal a live cam- 
era at altar right. The station builds 
a special drapery area for it (so only 
the lens extrudes), and then erects 
another dummy drapery at altar left 
in the interests of symmetry. This 
enables us to achieve some remark- 
able close-ups, such as the faces of 
the priests at the moment of ordina- 
tion and the consecration of the Host. 
Strategic camera placement and care- 
ful lens selection play a great part in 
remotes. For example, we recently 
telecast a mass confirmation of 1,100 
adults, with 4,500 people present, 
and with five altars, two choruses, a 
narrator, five bishops conferring 
sacrament, and the Bishop of Rock- 
ford Diocese, all to be covered. We 
covered, and effectively, the entire 
ceremony with only three cameras 
and four mikes." 

Indicative of the growing stature 
of local live programing, especially 
in the area of education, information 
and culture, is the formation of such 
clearing houses as Television Affili- 
ates Corporation (TAC), a subsidi- 
ary of Trans-Lux Corporation, which 
distributes "exceptional" locally-pro- 
duced programs to television stations 
across the country. With 26 member 
stations, TAC is headed by Richard 
Brandt, president; Richard Carlton, 
executive vice president; and Robert 
Weisberg, vice president, and has 
offices in both New York and Chi- 
cago. A seven-man broadcasters ad- 
visory committee guides the com- 
pany's operation : Richard Borel, di- 
rector of tv, WBNS-TV, Columbus, 
Ohio; Eldon Campbell, v.p. and gen. 
mgr., WFBM-TV, Indianapolis; Rog- 
er Clipp, v.p. and gen. mgr., radio 
and tv, Triangle Publications; Jack 
Harris, v.p. and gen. mgr., KPRC- 
TV. Houston; Norman Louvau. pres., 
KCPX-TV, Salt Lake City; David C. 
Moore, pres., Transcontinent Televi- 
sion Corp.; and A. Louis Read, ex- 
ecutive v.p., WDSU-TV, New Or- 
leans. 



Most programs in the TAC library 
are half-hours, generally on tape, in- 
clude such locally-produced items as 
these : 

Great Shake, a tv memoir of the 
San Francisco earthquake (KRON- 
TV, San Francisco ) ; Mechanics of 
Sleep, a study of sleep patterns and 
cycles, with particular attention to 
the world of dreams (WBKB (TV), 
Chicago) ; Sex Offender, a study of 
warped and twisted minds, with ad- 
vice to youngsters from the Lone 
Ranger (KFMB-TV, San Diego); A 
Walk Through the Valley, study of a 
violent juvenile delinquent (WGN 
TV, Chicago) ; Don Pasquale, a 90- 
minute opera sung in English 
(WRAL-TV. Raleigh, N. C.) ; Pony 
Express, a documentary of America's 
early communication system, told 
with" stills (KBTV (TV) , Denver) ; 
IF hales off Vancouver Island, deep 
sea adventure (KOMO-TV, Seattle) ; 
Soviet Time Table, revelation of Com- 
munist infiltration (KCPX-TV, Salt 
Lake City) ; and The Second Heart, 
study of open-heart surgery (WJXT 
(TV), Jacksonville, Fla.). 

SPONSOR learned at press time that 
a major national advertiser is seri- 
ously considering sponsorship of a 
series of these programs on TAC 
member stations. ^ 

TOP lO 

(Continued from page 32) 

A basic part of the B&B media phi- 
losophy, "We're not in the numbers 
game. Obviously cost-per-1,000 is a 
very important factor in our choices. 
But we w r ould not buy kid-tiine spot 
at SI. 50 per thousand when we want 
to reach adults, and spots in adult 
time at night cost $2.50 per thou- 
sand. We are interested in the kinds 
of people we are going to reach and 
when we are going to reach them." 

8. Leo Burnett. Media operations 
at the big Chicago agency are headed 
hy v.p. and media director Thomas 
A. Wright, and media manager Hal 
Tillson. 

The media organization includes 
supervisors, associate supervisors and 
timebuyers, plus a media and pro- 
gram research section headed by v.p. 
Seymour Banks. 

Burnett's media plans are based on 
overall marketing and creative strat- 
egies, and designed for specific ob- 
jectives. Responsibility for initial 
planning rests with one of the six 
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advertising 
PUZZI^M 



Mi':' 1 - 




\ 



We know every broadcaster is "thumbs up" when it comes 
to selling national advertising. But which way does the thumb 
point when it comes to buying the same? 

If you want some interesting figures— "thumbs down" wins by 
over eight to one. Less than 16% of the trade does any trade 
paper advertising at all. The total expenditure in all 
publications last year was some three-tenths of one percent 
of sales. Yet most stations have reps and are actively 
soliciting the agencies for spot business. 

It appears to us that if a man does not believe advertising 
can work for him — why should we believe he can 
make it work for a client. 

Everyone in this business should believe in it because he 
has a stake in making it work. The broadcaster's present stake 
is some $2,200,000,000. With proper promotion it could be more. 

Therefore, we sincerely feel it's about time that agencies 
asked broadcasters to stand up and be counted. When a 
station solicits business it might be proper to use this 
yardstick: — ask it whether it is putting its own money 
where its mouth is. 




JAY VICTOR & ASSOCIATES, NEWARK, NEW JERSEY 



media group supervisors. Each is a 
member of a product group which 
includes account, erealive, marketing 
and research people. 

\l Burnett buyers begin as either 
timcbuvers or space buyers, but the 
practice at the agencv is to transfer 
them from one assignment to another, 
so that. o\er a period of time they 
become versed in all media forms. 

\sked how much effect such fac- 
tors as cost efficiency, coverage and 
audience composition exert on Bur- 
nett buys. Tillson said. "They're about 
90 r ? of spot buying, but we also 
consider quality and type of adjacen- 
cies or participating programs. You're 
known by the company you keep." 

9. William Esly. This agency, 
with 80T of its billings in radio/tv 
has a policv against outside discus- 
sion of media philosophy or strategy 
due probably to the fact that such a 
heavy share of its volume (estimated 
50-60 r r' ) comes from B. J. Reynolds. 

However Esly is such an important 
factor in the business, and so highly 
respected in the trade, that SPONSOR 
went to reliable outside sources for 
opinions on Esly media operations. 

Most observers credit Esly presi- 
dent John Peace, v.p. ad media di- 
rector Mark Byrne, v.p. in charge of 
media planning Walter G. Smith, and 
associate media director Harold B. 
Simpson as being the real architects 
of Esty's "media planning and spot 
buying sharpness." 

Typical of the praise which the 
Esty operations receive from trade 
sources is this, "Esty men combine 
program-sense and price-sense. Many 
agencies are conscious of wanting 
quality and cost but few match Esly 
when it comes to marrying the two. 
Another thing: the feet always know 
v\hat the head is doing at Esty. The 
operation is all of a piece, an entity." 

10. Dancer. Fitzgerald & Sample. 
This SI 03 million agency (6(> r r in 
radio tv) also lias a no-talk policy. 
sponsor editors, checking trade 
.-ourees. got these reactions to D-E-S. 

"This is four or five agencies un- 
der one roof. The upper echelon of 
executives particularly Board Chair- 
man Clifford L. Eilzgerald. president 
Chester T. Birch, and senior v.p.s 
George Torniey and Gordon H. John- 
son are all highly experienced and 
capable advertising men. each oper- 
ates an "island agency within an 
agency" 

"The lop media people, supervisors 



and associate media directors, in par- 
ticular — are mostly lop-notch, well- 
trained, knowledgable, sharp, and 
fair. The trouble is simply at the 
lower level. The buyers, for example, 
arc not only young — they're always 
on the move. Dancer's philosophy, 
you might say, is one of decentraliza- 
tion rather than unity." 

ll was generally agreed thai the 
D-F-S huving philosophy reflects no 
general overall agency altitude, but 
rather the individual philosophies of 
the key men commanding lop ac- 
counts. 

Interestingly enough there is a 
striking contrast between the view of 
D-E-S held by station reps and that 
held by advertisers. While many of 
the former find the agency's opera- 
lions "loose" and both '■disconcerted 
and unordered" most clients report 
"excellent local service, which many 
other top agencies cither cannot or 
do not give." ^ 

RADIO 'PICTURES' COLOR 

(Continued from page 34) 

played a total of 24 instruments, in- 
cluding harpsichord, electrie pianos 
and toy cymbals. 

Eight commercials dramatized one 
specific color as depicted in the 
"black" commercial shown on page 
00: the ninth was a wrap-up treat- 
ment of all the spotlighted eolors. 

Yellow, for example, was treated 
like this: 

The Fuller Paint Company invites 
vou to stare with vour ears at yellow. 

SOUND/MUSIC: SOMETHING 
THAT SAYS YELLOW. HOLD 
UNDER 

Yellow is more than just a eolor. 
Yellow is a slate of mind. A way of 
life. Ask any taxi driver about yel- 
low. He'll tell you. Or a banana sales- 
man ... or a coward. They'll tell 
vou about yellow. 

SOUND: PHONE RINGS. 

Oh — excuse me. 

SOUND: RECEIVER PICKS UP. 
PHONE SOUNDS THROUGHOUT 
CONVERSATION. MUFFLED 
\ 01CE COMING OVER PHONE. 

Ycllo. Yes. I'll take your order. 
Dandilions a dozen: a pound of 
melted butter: lemon drops and a 
drop of lemon? And one canary who 
sings a vellow song. Is there anything 
else? 

SOUND: OTHER SPEAKER 
HANGS UP. WE HEAR DIAL 



TONE T11RL FILTER 

Yello. Yello? Ycllo! Disconnected, 
(NORD1NE HANGS LP RECEIV. 
ER) 

Well — if she really yearns for vel- 
low, she'll call back. And if you want 
yellow that's yellow yellow — remem- 
ber to remember the Fuller Paint 
Company — a century of leadership in 
the chemistry of color. For the Fuller 
Color Center nearest you — check your 
phone direclorv. The yellow pages of 
course! 

Although Fuller manufactures a 
vast variety of paint colors, eight 
basic colors were selected for com- 
mercial dramatization. 

Pre-exposure of these commercials 
to the Fuller sales staff and to the 
radio profession created quite a stir 
and aside from ET demands men- 
tioned earlier, inquiries came from 
entertainment people about the possi- 
bility of turning the commercial spots 
into an album for distribution in rec- 
ord stores. 

And in radio stations scheduled to 
carry these spots, overwhelming re- 
sponse lo the new campaign sparked 
all-out promotional support. Already 
scheduled in several markets are civic 
paint-up contests. Color of the Day 
contests, a Color Chip Treasure Hunt, 
remote broadcasts with top station 
personalities from dealer stores. Oth- 
er promotional gimmicks: One slatio 
will have a favorite disk jockey pain 
the home of a contest winner: another 
station will run a "Paint the town red 
with your favorite disk jockey" con- 
test. 

At the paint manufacturing com] 
pany. the radio eampaign has gener- 
ated much excitement. Fuller's paini 
advertising manager. Palmer Field 
is certain the radio campaign wil 
make a tremendous impact on lh( 
public. It is the result, he says, of r 
"wonderful team effort" between hi: 
company and the San Francisco FRC 
&H people including creative direclo 
Pritikin. v.p. and account superviso 
Parker Wood, media director Dori 
Williams, and account executive Ro< 
Farrow. 

The largest paint manufacturer am 
glass firm in the West. W. P. Fulle 
& Co. was founded in 1819 by younj 
William Palmer Fuller, a New En" 
land painter and paperhanger wh 
had settled in California to try hi, 
luck in the gold fields. His compan 
progressed in spite of fires, flood; 
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and a succession of partnerships. 
Sales increased steadily each year. 
From $9 million in 1936. the com- 
pany's \olume rose to more than $74 
million iu 1961. 

Currently the company operates 
four factories manufacturing com- 
plete lines of paint products; dis- 
tributes glass: manufactures mirrors 
in two \\ est Coast factories; produces 
aircraft finishes and automotive fin- 
ishes (through Nasou Products divi- 
sion) ; manufactures aluminum build- 
ing components (through Trimview 
Metal Products plant) : maintains 
modern distribution depots in princi- 
pal western cities; exports to dealers 
and distributors throughout the Pa- 
cific Basin area. Through affiliate and 
isubsidiary companies. Fuller provides 
manufacturing and marketing know- 
how in many countries in Latin 
[America. Europe, and the Orient. 
| Recently merged with Hunt Foods 
and Industries. Inc., the organization 
continues to operate as W. P. Fuller 
& Co.. with headquarters in San 
Francisco. ^ 



RADIO'S CREATIVITY 

^Continued from page 38 I 

|(the theater's capacity) were offered 
Tree to listeners in eight promotion 
.spots. — six Tuesday night and two 
Wednesday morning during the week 
^rior to the party. Calls were ac- 
cepted only after 8:30 a.m. Wednes- 
lay, and by 9 o'clock all the tickets 
vere gone, guaranteeing a full house 
n 30 minutes. Five extra operators 
vere needed to handle the flood of 
^alls and management credited radio 
vith a successful movie run. 
1 Bob Brown of KVEC, San Luis 
bbispo, California, maintains that 
adio must continually create new 
deas in programing and new ideas 
n commercials and the use of com- 
mercials if it is to attract new busi- 
ness. He cites the case of the "Big 
leart" contest, a promotional en- 
leavor to find the individual with the 
■iggest heart or the person always 
'oing something for someone else 
nd receiving little or no recogni- 
tion in return. Russ Johns, the sta- 
on's morning personality, cut the 
romos asking for cards or letters to 
lake nominations for this award, 
etters were read on the air and the 
inner announced on Valentine's 
'ay. 

Both the winner and the individual 



making the nomination received 
prizes donated by participating mer- 
chants. Said firown in describing 
the contest: "Generally speaking, we 
found merchants reluctant to do any 
promotion for Valentine's Day, so 
this was a natural. We limited spon- 
sorship to only one merchant in each 
classification. We sold a candy store, 
florist, drug store, stationery store, 
restaurant, women's store, depart- 
ment store, jewelry store, beaut} 
shop and men's store. Each mer- 
chant received a group of announce- 
ments for Valentine's Day, with a tag 
that this store was participating in 
the 'Big Heart' contest. We tagged 



station proinos on the contest with 
the sponsors' names and invited them 
to shop at the store participating in 
the contest. Each merchant donated 
a prize at about 17.50 retail value. 
The station derived $300 in addition- 
al revenue, plus considerable pub- 
licity and goodwill all from the cre- 
ation of this idea." 

How to increase foot traffic to 
stores was vividly demonstrated by 
KSDO, San Diego, in behalf of Ful- 
ler Paint Co. Working together, they 
staged a "Clean Up, Paint Up" cam- 
paign. Listeners were urged to get a 
free Fuller Paint 1962 color chart. 
Listeners were asked to "take the 




EATpTf... 
INTEGRITY 

ine Houdon (1741-1828), famed* French sculptor, 
"painter*,tand prolific portrayer ofliotabies, travelled to America to 
create " fjts famous George Washington. This itgjue, standing 
today in the Virginia State Capital, is a monument to a great 
Virginianf; the first president o| the United States^The marble 
momenta^, pose captures forever Washington's /dignity, integrity 
and courage. 



We at Shenandoah Life Stations strive to make the art of Houdon, 
the integrity of Washington an integral part of our operation. 

WSLS - TV 

ROANOKE , VIRGINIA 
AM 61 • FM 99.1 

'NATIONAL REPRESENTATIVES 
AVERY- KNODEL, INC. 

"THERE IS NQ SUBSTITUTE FOR INTEGRITY 
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coloi sample and attach ii to a post 
card, stating why thev liked that spe- 
cific color and mail it to tile station. 
At the end of the week, station judges 
selected the most original or creative 
description. The writer of the win- 
ning card was awarded enough paint 
in the desired color to paint the room 
he had selected." The contest con- 
tinued for ten weeks with a winner 
earh week. At the end of the tenth 
and final week, the station drew from 
the 10 winners one final winner who 
received from the sponsor a grand 
award chosen at their discretion. 
KSDO used a large numher of an- 



nouncements to promote the contest. 
The contest had numerous public 
service angles since it served as a 
community clean-up, paint-up proj- 
ect. It also gave the sponsor a great 
deal more mileage for his budget and 
stimulated considerable foot traffic in 
all stores where Fuller Paint was 
sold. 

The lure of trading stamps brought 
an avalanche of responses to the 
KOB, Albuquerque, promotions. The 
KOB Top Value Million Stamp 
Sweepstakes was a six-week on-the- 
air promotion conducted by the sta- 
tion in cooperation with the New 

ONE OF A SERIES 



Mexico Top Value Stamp Zone Office, 
and New Mexico Top Value accounts. 
During the promotion, 1 million 
stamps were given away to nearly 
250 listeners, whose cards were drawn 
on the air by KOB personalities. 
Every day eight winners each re- 
ceived 1.S00 stamps. Everv Friday 
eight winners received prizes of 
G,000 stamps. At the end of six weeks, 
four grand prize winners were drawn, 
each getting 100.000 stamps. An ad- 
ditional four winners on that day al- 
so got 18.000 stamps. Top Value 
provided the stamps for the promo- 
tion and made available space in 
their accounts' store for materials 
furnished by the station. KOB printed 
some 75,000 cards which were dis- 
tributed only to Top Value accounts 
in the state. These cards were placed 
in prominent spots in the stores. The 
cards were picked up by entrants, 
filled-in, and mailed to the station. 
The station also printed window han- 
ners for use by accounts. Station per- 
sonalities made personal appearances 
at various supermarkets and exten- 
sive on-the-air promotion was given 
to the contest. Top Value accounts 
were called on by station salesmen 
to give them a chance to place spot 
schedules in conjunction with the 
promotion. Many did so, greatly in- 
creasing the effectiveness of the pro- 
motion, according to Paul Bain, pro- 
motion manager. Grand prize winners 
were invited to be KOB's special 
guests at the studio, given a grand 
tour, interviewed on the air and pre- 
sented with the trading stamps. 

Inexpensive and effective was th< 
support provided an advertising 
schedule on KPOJ. Portland, Oregon 
according to Gary L. Capps. promo 
tion manager. Tie told SPONSOR of i 
special piece of merchandising dom 
in behalf of Portland Buckarot 
Hockey. KPOJ carries the final twl 
periods of all home games and mos 
of the road games. The broadcast 
were sold to Carling Beer. MJB Coi 
fee and a local Ford dealer. To mei, 
chandise the broadcasts to broker 
and buyers in the grocery fielq 
KPOJ printed a round, pressurc-ser 
sitive sticker which was attached t 
regulation hockey pucks. Capps ol 
served that these hockey pucks ar, 
seldom seen up close by fans and ar 1 
of great general interest. The pud 
were then distributed to local foo 
brokers and huyers to be used f 
paper weights. ^ 




PLUS FACTOR 




Ethical standards 
receive attention, not 
lip service, and WHBF 
advertisers benefit... 



The WHBF stations are subscribers to the XAB 
codes, and are meticulous- in adherence to their 
provision*. Offensive advertising and 
programming, fly-by-night operators, bait and 
switch type business are not accepted by 
the WHBF stations. 

\\ HHP quality on the air i;. accepted and 
respected in the Quad-Cities. WHBF quality 
provides the atmosphere for effective 
communication of your sales message. 

This WHBF plu.s factor — community respect 
for WHBF standards and practices — is a benefit 
local advertisers know and appreciate. Your 
Quad-Cities communications can benefit at 
WHBF. too. 

Contact Avery-Knodel for details and 
availabilities. 



YOUR BEST BUY IN THE QUAD-CITIES 



WHBF 

RADIO • FM • TELEVISION 
Call Avery-Knodel 
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MEDIA QUIZ 

(Continued from page 35) 

ANSWERS 

1. 47,637,380 V, S. homes weekly. 
38,717,560 da? time daily. 24.- 
442.570, e\ ery evening. 

2. 88.9%, in the home or elsewhere 
weekly. 

3. Proeter & Gamble. American 
Home Products. General Motors, 
R. J. Renolds Tobaeeo. General 
Foods. 

4. 49 million with nine out of 10 
homes now tv-equipped. TV 
homes increased 4.5't in 1961. 

5. The audience in the average 
minute was 13,179,000. up 4.1 r r 
over 1960. 

6. Advertisers spent S745.873.000 
in network tv in 1961. It was 
a percentage increase of 9.7 over 
1960. 

7. Spot tv business in 1961 came 
to $617,398,000. a 2.3% in- 
crease over 1960. 

8. All programs cost per 1.000 
(network) in 1961 was $2.72. a 
.4% drop from 1960. It was 
$4 c-p-m for evening program. 
Daytime program cost (c-p-m) 
was $1.94. 

9. A half-hour program would cost 
approximately $110,000. An 
hour program would eost from 
$200,000 to $230,000. A par- 
ticipating minute would eost 
from $30,000 to $38,000. 

10. Women dominate the in-home 
S radio audience (47-67%) in the 

morning. On the average, there 
are hetween 1.5 and 1.9 listen- 
ers per home in the morning. 

11. 1,458 brands used network tv 
in 1960. 5,566 brands used spot 

I tv in 1960. 

12. 547. 

13. 271 (1 station. 131: 2 stations, 
i 64; 3 stations. 61; 4-f- stations, 
i 15. 

.•4. Kansas City, (metro pop.) ; 
Johnstown-Altoona (tv homes 
potential) ; Atlanta (tv homes 
reached). 

5. Top 50 markets. $21,890; top 
100 markets. $29,605. 

6. Daytime minute. 34%; night 
minute, 48%: 'frinse' minute, 
80%. 

7. I.D.. 50%; 30. 140%; 40, 
| 175%. 

8. Daytime. 22%; 12 weeks. 36%. 
,9. Am. 3.704; fm. 975. 

0. (a). 13%; (b). 16^. + 



belong 
on your 
desk. . . 



5* BASICS 




Designed by agency men 
For agency needs 

1961 TV Basics and Radio Basics are the most 
comprehensive publications of their kind in 
the field. They cover all the basic infor- 
mation on all subjects necessary to help 
finalize a buying decision. They should be 
on the desk of everyone involved in the 
purchase of time. 

Copies are still available at $1.00 each. 
Or-get them free with a year's subscription 
to SPONSOR at $8.00. 

SPONSOR 

555 FIFTH'AVE., NEW YORK 17 
MURRAY HILL 7-8080 
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WRAP-UP 



NBC TV sales 

(Continued from page 7, col. 3) 

Championship Game to Philip Mor- 
ris (Burnett). 

For the current season, Canada 
Dry (J. M. Mathes) and P&G (B&B) 
added a total of 29 nighttime min- 



utes; Buick purchased all of the 8 
July Open Golf Tournament; Lever 
Bros. (JWT) purchased 60 minutes 
in Shari Lewis and Quaker Oats, al- 
so JWT, 3 minutes in the same show, 
Whammo Manufacturing (Marlin) pur- 
chased nine additional minutes in 
Make Room for Daddy. 



After reviewing seven agency pres- 
entations, Goodyear has decided to 
stick with its present agencies, Y&R 
and Kudner. 

Those making bids for the account 
(domestic) were N. W. Ayer, Benton 
& Bowles, Leo Burnett, Doyle Dane 
Bernbach and JWT. 

Y&R handles passenger car tire 
advertising and Kudner handles all 
other tires and general products. 

Goodyear's threatened break with 
Y&R had been over differences with 
the agency's very top level manage- 
ment. The account bills around $1 
million at Y&R. 



PETRY tales over the representation of KUTV, Salt Lalce City, and 
Intermountain Networlc I May; pictured, I to r, are Lynn Meyer, Inter- 
mountain pres.; Martin Nierman, Petry exec. v. p.; Edward Petry; Ben 
Holmes, Petry radio v. p.; George Hatch, Intermountain chairman 




Bay 

i 



SURGERY STUDY— WFAA-TV special events dir. John Davenport 
(c), and cameraman Jim Goodwin probe action in a Dallas hospital 
for 'The Silent Army,' documentary produced by WFAA-TV, Dallas 




f 




I 

10th ANNIVERSARY of Esso's news and weather sponsorship o 
WTOP-TV, Washington, is celebrated by v. p., gen. mgr. Georg 
Hartford (c), newsman Tony Sylvester (I), weatherman John Doug la 1 




HELPING HAND of John Blair & Co. on radio clearances f 
Flite Fax Service gets thanks from Eastern Air Lines pres. Malcol 
Maclntyre, who congratulates Blair's Tucker Scott (I). Loolcing on a 
WLS, Chicago, pres. Ralph Beaudin and general mgr. Gene Tayl 
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(Goodyear's International division 
is at McCann-Erickson.) 

Acquisition: American Bakeries, with 
headquarters in Chicago, takes over 
Atlas Baking Co. of Richmond on 
22 April through a purchase of as- 
sets. Atlas distributes about $2 mil- 
lion worth of products annually un- 
der the trade name of "Mother Her- 
bert." 

Campaigns: Following up on last 
year's successful portable hair dryer 
promotion on the Jack Paar Show, 
Dominion Electric Corp. has doubled 
its tv advertising. Company is a 
charter advertiser on the new To- 



night Show, as well as participations 
in the Today show. Three seasonal 
promotions are planned for Mother's 
Day, June Brides and Graduation. 

Kudos: In recognition of their out- 
standing cooperation to Radio Free 
Europe Fund, The Northeastern Na- 
tional Bank and The Globe Store got 
certificates of appreciation from 
Cecil Woodland, general manager of 
WEJL, Scranton and Pennsylvania 
Radio-tv chairman of RFE . . . Blue 
Cross and Blue Shield were honored 
by the AFA for "Diagnostic Count- 
down," a medical documentary on 
WBNS-TV, Columbus. 
PEOPLE ON THE MOVE: Les Rossi 



to advertising manager at S. A. 
Schonbrunn, makers of Savarin, 
Medaglia d'Oro, Brown Gold and Old 
Dutch Coffees . . . Donald W. Kings- 
ley, Jr. to the public relations de- 
partment of Corn Products as man- 
ager of internal communications . . . 
Edward P. Ockenden to the newly- 
created post of advertising and sales 
promotion manager at Schick . . . 
Edward L. Jones and Henry M. Tovar 
to advertising managers for Hamil- 
ton watches and Wallace Silver- 
smiths, respectively at Hamilton 
Watch Co. . . . William H. Collins to 
advertising and market research 
manager for Mobil Petroleum Co., a 
subsidiary of Socony Mobil Oil. 



f MISSION MACARONI recipe contest on KOMO-TV, Seattle, paid 
Ff handsomely for Jenijoy LaBelle who won a $1,000 mink stole. 
[^Catherine Wise, station home economist presents the prize with Mission 
txecs. Howard Sather (I), sales mgr., Paskey DeDomenico, pres. 






ABOMINABLE SNOWMEN from KFRC, San Francisco. Stan Bohr- 
man (I) and Bill Hickok (r) test out gear before the Squaw Valley 
'Fun Olympics' for benefit of the International Ski Hall of Fame 



SWITCHBOARD SIZZLED at WMCA, New York, where tax 
experts from the United States Internal Revenue service kept a 
constant vigil at the phones to advise listeners calling in with tax 
return problems. The experts, assisted by two members from the 
station's distaff side (standing), answered some 95 calls an hour 
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Agencies 



Geyer, Morey, Madden & Ballard, 
Los Angeles, has picked up some 
$1.5 million worth of Max Factor 
billings. 

Several agencies were bidding for 
the business but Geyer had this 
edge: it recently hired former K&E 
executive Howard M. Wilson to head 
up creative services and Wilson 
brought K&E's share of the cosmetic 
account over to his new shop. 

Westcoast Carson/ Roberts con- 
tinues to participate in Factor's ad- 
vertising. 

Agency appointments: The regular 
Common Carrier Conference of the 
American Trucking Association to 
Kuttner & Kuttner, Chicago . . . The 
National Assn. of Mutual Insurance 
Agents ($1 million) to C. Robert 
Gruver Associates, Philadelphia. 
Plans for the group's first national 
advertising program include tv and 
radio spot. 

New agency: G-S Associates, opened 
for business in Lynchburg, Va., with 
Robert H. Gray as president and 
treasurer. 

New name: Galvin-Farris-Allvine, 30- 
year-old agency, is now called Gal- 
vin-Farris-Sanford. Fred D. Farris 
moves up from executive v.p. to pres- 
ident while Robert R. Sanford, v.p. 
and board member of Potts-Wood- 
bury, joined the firm as executive 
v.p. and secretary . . . Gardner-Taylor 
Advertising, Memphis, is now called 
Gardner, Taylor & Thomas Advertis- 
ing since the addition of David 0. 
Thomas as a partner. Anna Jones 
was also named media director . . . 
Long-Haymes Advertising Agency of 
Winston-Salem is now called Long, 
Haymes & Carr and is now a corpora- 
tion instead of, as formerly, a part- 
nership. 

New quarters: A. S. Black & Co. is 
in newly constructed offices at 3915 
Essex, Houston . . . The Ft. Worth 
office of Glenn Advertising is now in 
suite 615 of the Ft. Worth National 
Bank Building . . . The Shaller-Rubin 
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Co. claims title as "top ad agency" 
in the world since its move to the 
78th floor of the Empire State Build- 
ing in New York . . . The Rifkin Com- 
pany, formerly Sherman Rifkin Ad- 
vertising, has moved to new offices 
at 760 North La Cienega Blvd., Los 
Angeles. 

Top brass: Jesse J. Haight from pres- 
ident to chairman and Thomas R. 
Cox, Jr., from executive vice presi- 
dent to president at Wilson, Haight 
& Welch . . . William F. X. Byrne to 
the board of directors of Gardner 
Advertising . . . John C. Lawton to 
director and member of the execu- 
tive committee of Adams & Keyes 
. . . Kevin Kennedy, W. Lee Abbott 
and L. Dickson Griffith to manage- 
ment supervisors at Kenyon & Eck- 
hardt. 

Newv.p.'s-. Barbara Bender and Sam- 
uel Abelow at Grey . . . Kenneth D. 
Clapp at Charles F. Hutchinson . . . 
Richard V Lombardi, radio-tv direc- 
tor, at Hoag & Provandie . . . Richard 
B. Stockton at Storm Advertising . . . 
Edmund R. Dewing, Jr. at Harold 
Cabot & Co. . . . Ronald J. Koeper 
at Erwin Wasey, Ruthrauff & Ryan 
. . . William K. Foster and John S. 
Howard at Ted Bates. New assistant 
v.p.'s are Paul Reardon, Conant Saw- 
yer and Frank Thompson . . . Philip 
R. Warner at BBDO . . . Leslie S. 
Mather at Foote, Cone & Belding, 
Chicago . . . Jack E. Rodwell at Rum- 
rill Co. . . . Robert E. Field, Donald 
F. Mahlmeister and Richard P. Mon- 
ley at MacManus, John & Adams. 

PEOPLE ON THE MOVE: John C. W. 
Daly to Geyer, Morey, Madden & Bal- 
lard as a member of the account 
management group in Los Angeles 
. . . Edward J. Smotzer to the crea- 
tive staff of F&S&R, Pittsburgh . . . 
Howard C. Schellenberg to radio-tv 
director of Comstock & Co., replac- 
ing Everett L. Thompson who re- 
signed . . . Rodney D. Wicklund, ac- 
count executive of N. W. Ayer, to 
corporate ad manager for Fairmont 
Foods . . . James 0. Beavers to radio- 
tv supervisor on the Chevrolet ac- 
count at Campbell-Ewald . . . Bar- 
bara Michael and Dr. Sidney Bela- 



noff to research project directors at I 
Doyle Dane Bernbach . . . John J. P. I 
Odell to account supervisor at Leo 
Burnett . . . Dik W. Twedt to director 
of research and marketing service at 
BBDO, Chicago . . . Syd Cornell to 
manager of the radio-tv department! 
at Stockton.West.Burkhart ... Ce- 
cilia Odziomek to supervisor of time| 
buyers at Compton, Chicago . . , 
Charles H. Keller to account execu- 
tive at Zimmer, Keller & Calvert . .1 
Gertrude B. Murphy has retired from] 
full activities at Long Advertising! 
but will retain her interest in the! 
agency and continue as senior v.p.j 
and radio/tv advisor. 

Associations 

Advertisers, agencies and media have 
been invited to nominate candidate! 
to participate in AFA's Fourth An] 
nual Harvard Seminar for Advancec 
Management in advertising and mar 
keting. 

Purpose of the Seminar: to exj 
pose busy executives to actual busij 
ness situations for a better under) 
standing of the over-all marketi 
function. 

Chairman of the Seminar commit 
tee is W. Barry McCarthy (BBD0)| 
Program will be held at the Harvar 
Graduate School of Business fre 
15-27 July. 

PEOPLE ON THE MOVE: Lewis 
Shollenberger, director of speci 
events and news at ABC, Washing 
ton, D. C, to the Board of Trustee 
of the National Academy of TV Art 
and Sciences . . . Harold B. Mont 
gomery (Aitkin-Kynett) to chairmar 
David B. Arnold (Gray & Rogers) tc 
vice chairman and James W. Robert V 
son (Erwin Wasey, R&R) to secretary L\ 
treasurer of the Philadelphia Counci { j 
of the A.A.A.A. h 

m 

TV Stations 

A new tool for agency managemen 
evaluation of tv markets is bein' 
prepared by ARB. 

It's called "Market Digest" an 1 
it's the core of a new Media Mar 
agement Series of tv research dat 
( Please turn to page 62) 
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23 YEARS AGO ON WBNS RADIO 



The busiest boxer of 1939 was Joe Louis. He 
defended his title four times that year, each time 
winning by a knockout. The news of each heavy- 
weight championship bout was Hashed to C tmral 
Ohio by WBNS Radio. 

While the boxing world was concerned with 
fancy footwork, proper footwear was the main con- 
cern of Evans & Schwartz, Inc. here in Columbus. 
Ohio. From one small shoe shop, bvans & Schwartz 



Downtown store and general 
officps of Evans & Schwartz, Inc. 
Today, WBNS Radio continues 
to help Evans & Schwartz gain 
a whopping portion of the 
$94,557,000 apparel sales volume 
made possible by our fashion- 
conscious Central Ohio families. 




has grown to incorporate five large footwear salons, 
and since 1939 WBNS Radio has helped increase 
sales every year. WBNS has carried spot schedules 
for tlii-> spunsor lor 27b consecutive months. 

Like other local advertisers who have their feet 
on the ground. Lvans &c Schwartz knows the profit 
of having spots on the air. specifically on WBNS 
Radio. A profitable practice for advertisers every- 
where — ask John Blair. 



WBNS 



BLAIR 
GROUP 
PLAN 
MEMBER 



COLUMBUS, OHIO 

Represented by John lilait & Company 




YOU MAY NEVER GROW THE IONGIST HSIMg 



7-COUNTY PULSE REPORT 

KALAMAZOO- BATTLE CREEK AREA — SEPTEMBER, 1961 
SHARE OF AUDIENCE — MONDAY-FRIDAY 





WKZO 


Station "B" 


Station "C" 


6 A.M. - 12 NOON 


30 


18 


7 


12 NOON - 6 P.M. 


24 


16 


9 


6 P.M. - 12 MIDNIGHT 


34 


13 


13 



BUT... With WKZO Radio You'll Cover 

The Face Of Greater Western Michigan! 

In every one of 360 quarter - hours between 6 a.m.- 
Midnight, Mon. thru Fri., WKZO outpulls all competitors 
in Kalamazoo - Battle Creek and Greater Western 
Michigan. (Pulse, Sept., 1961.) 

The 1961 NCS Advance Listing credits WKZO with 
reaching 40.4% more homes than all other Kalamazoo 
stations combined. 

Greater Western Michigan is a fast-growing market. 
Kalamazoo alone is expected to outgrow all other U.S. 
cities in personal income and retail sales between 1960 
and 1965. (Sales Management Survey, June 10, 1960.) 

Ask your Avery-Knpdel man for all the facts! 



*Thc mustache of Masudiya Din of India measures 8^/2 feel from tip to tip and is still growing. 




WKZO-TV — GRAND RAPIDS-KALAMAZ00 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZ00 
WWTV — CADIUAC-TRAVERSE CITY 
K01N-TV — LINCOLN, NEBRASKA 



WKZO 

CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 
Arery-Knodel, Inc., Exclusive National Representative! 
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WASHINGTON WEEK 



An atmosphere of cordiality and compromise between members of the FCC 
and the industry displayed at the NAB convention could be the most glaring ex- 
ample of false and misleading advertising yet devised: Nothing at all has changed 
from this same time last year. 

FCC chairman Newton Minow donned a velvet glove, but the same old iron fist was still 
inside. Other commissioners haven't changed their minds either. The trend is still to 
tougher regulation. 

There have been no license cancellations yet on pure programing grounds, though an 
original license has been refused for failure of the applicant to ascertain community needs in 
advance. The large number of short-term license renewals cannot, however, be easily over- 
looked. 

FCC intentions are still the same. The short-termers are in the nature of warnings and 
the industry is expected to take heed. Those who fail to read the traffic signs will find 
the FCC easing into license cancellation in place of short-term renewals after per- 
haps a full three-year license period of these warnings. 

FCC commissioner Rosel H. Hyde, main advocate of a government hands-off 
policy with respect to station operation and programing, is disturbed about moves 
to cut down the number of radio stations. 

Hyde says that the only way stations can remain clear of government interference in mat- 
ters he believes should be the sole concern of the stations is to steer equally clear of any pro- 
tected monopoly position. He holds that if you want free enterprise, you must keep it free. As 
long as the public has a wide choice of stations, offering different types of programs, he 
believes, so long will it be possible to resist pressures for regulation of rates and pro- 
graming. 

Present chairman Newton Minow and former chairman Frederick Ford appear to be 
very close together in their thinking. And that might be described as confused in comparison 
with the very positive position taken by Hyde. Other commissioners don't appear to have 
views even as well defined as Minow's and Ford's. 

The two chairmen, past and present, both believe that the constantly multiplying num- 
bers of radio stations is resulting in degradation of standards. But both are impressed with 
Hyde's arguments about the effect which cutting off the opportunity to start new sta- 
tions might have. 

Nevertheless, there is every reason to believe that if the proposed meeting of broadcasters 
with the FCC comes up with an idea for tighter engineering standards as a less direct 
method of cutting down on the number of stations on the air, that a majority for this idea 
could be built up among commission members. 

Hyde firmly believes that if this happens the FCC will also go beyond current communi- 
ty needs and promise vs. performance commitments to require balanced programing also. 
This would go much farther into the field of program control, under the Hyde theory. 

Control over the number of commercials, loudness or duration, is probably at 
least as remote as action on the number of radio stations. 

At present, the FCC does look at time devoted to commercials, but only in the context of 

(Please turn to page 57) 
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in national spot tv and radio 
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With the networks already loaded up with toy accounts for the fall it seer 
that the quest for tv kid show adjacencies in spot will spin like a speeded-up merrj 
go-round while the rest of the toy makers vie for placements. 

One indication that getting advantageous tv spots might be as tough as plucking the lucb 
gold ring on a carousel: one tv toy-time bidder has already begun lining up markc 
for an October start date. 

Bidder in question is Daisy Manufacturing Co. and the requests are for a fall I.D. car 
paign on behalf of its Air Rifles handled out of D'Arcy St. Louis. Buyer is Harvey Diekroge 



Catapidted into the national spotlight by the emphasis on cholesterol and cal- 
orie counts, several polyunsaturated products appear to be sprouting spot tv legs. 

Of course, leaders in the vegatable oil-margarine field like Mazola (Corn Products) have ' 
been active for a long time, but the significant development for spot is the emergence I 
of the smaller independents. Latest to join the unsaturated sweepstakes is a product' 
called Saffola, handled out of Garfield, Hoffman & Conner, San Francisco. 

Saffola is going into selected markets (five so far) for eight weeks starting 28 April with 
minutes and breaks, both day and night; the buyer is Frances Lindh. 
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Wheels started turning on several summer spot tv drives last week, with the 
heftiest market line-ups coming from the mens' wear category. 

Arrow and Phillips-Van Heusen are hauling their light-weight shirts across the tv screens 
in 20 and 30 markets respectively. Other accounts with seasonal overtones activating include 
Trane Co., air conditioners, the instant varieties of tea and coffee and, with an eye to populai 
overdoses of picnic frankfurters, Rolaids and Pepto-Bismol. 

For details of this and other spot activity of the past week see items below. 

SPOT TV BUYS 

Cluett, Peabody is planning a month-long campaign for Arrow Shirts. Some 20 markets wil 
get schedules of fringe minutes and prime breaks. It starts 16 May and runs through 12 June 
with the buying being done out of Lennen & Newell by Mary Jane Hoey. 

Phillips-Van Heusen is in 30 markets for its men's shirts. Schedules will continue fo 
seven weeks. Spots being used in this campaign: prime breaks and nighttime minutes. Agen 
cy: Grey. Buyer: Jerry Rettig. 

Norwich Pharmacal is active on behalf of Pepto-Bismol. A four-week flight starts 6 Ma- 
and runs until 9 June. There are about 30 markets involved. Time segments: nighttim 
breaks and minutes. Agency: Benton & Bowles. Buyer: Bob Wilson. 

American Chicle will promote Rolaids Antacid in a nine-week campaign which kicks off o: 
the first of next month. The market list will number around eight and time segments will b 
fringe and nighttime minutes. Agency: Ted Bates. Buyer: Marty Foody. 

Thomas J. Liptoii starts its summer push for instant tea on 6 May. It's a 19- week campaig 
using schedules of prime and fringe I.D.'s in selected markets. Agency: Sullivan, Stauffc: 
Colwcll & Bayles. Buyer: Nick Imbornone. 

Corn Products is launching a new campaign in 15 markets for Nucoa margarine, via i! 
Best Foods division. Availability requests are for daytime and prime breaks, day and nigl 
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W' SPOT-SCOPE continued 

minutes. It begins 30 April and will run from seven-12 weeks, depending on the market. Agen- 
cy: Dancer-Fitzgerald-Sample. Buyer: Jim Moore. 

Nestle is buying for Nescafe in addition to the placements for Decaf coffee reported here last 
week. This begins early in May and runs through June in selected markets. Time segments: 
prime breaks and fringe minutes. The agency for Nescafe is William Esty and the buyer is 
Phil McGibbon. 

General Foods is running schedules in selected markets for Instant Maxwell House. The flight 
continues through the end of this month. Time segments: prime I.D.'s, breaks and minutes. 
Agency: Benton & Bowles. Buyer: Grace Porterfield. 

Trane Company will start on the sixth of May on behalf of its air conditioning equipment. 
The campaign is scheduled for eight weeks in selected markets, with eight lined up so far. 
Requests are for prime and fringe night minutes. Agency: Campbell-Mithun. Buyer: Mary Paul. 

American Home Products, Boyle-Midway division, launched a 13-week campaign for Sani- 
Flush in six markets. Schedules are day and night minutes. Agency: Ted Bates. Buyer: Tom 
Clancey. 

Standard Brands kicks off in Mid-May for Tender Leaf Tea. It's a 17-week campaign in 
limited markets, using prime breaks and minutes. Agency: J. Walter Thompson. Buyer: Dick 
Macaluso. 

Ivory soap schedules start this month and run through the P&G contract year. About 25 
markets are set for fringe 60's. Agency: Compton. Buyer: Noel Becker. 

SPOT RADIO BUYS 

GMAC is going in 15 June for 16 weeks with its usual summertime runs. Schedules will be 
bought on 130 pre-selected stations, one station per market, using mostly five-minute news- 
and-public service announcements. Frequency: 10 per weekend. Stations in the top 10 or 12 
markets will get weekend minutes, 20 per weekend. Agency: Campbell-Ewald, New York. 
Buyer: Rena Mayer. 

Mennen is planning a campaign in the top 50 for its Spray Deodorant. Minutes will be placed 
in drive time periods, to start in May for 13 weeks. Buyer: Joe Hudak. Agency: Warwick & 
Legler, New York. 

Liggett & Myers Brandon cigarettes is buying another eight-week run in west coast and New 
England markets. Drive-time minutes are being firmed up for a 14 May start. Agency: Wm. 
Esty, New York. Buyer: Jack Fennell. 

Hills Bros. Coffee is kicking off a radio campaign in western markets this month, in addi- 
tion to the tv schedules reported here last week. Day and drive time minutes will run for three 
weeks. Agency: N. W. Ayer, Philadelphia. Buyer: Charlie Ventura. 



WASHINGTON WEEK (Continued from page 55) 

whether an applicant has broken his promises on this score. Despite Minow convention remarks, 
the FCC shows no disposition to go deeper in this field, at least for the present. 

While the Commission apparently firmly believes that a promise made to secure a license 
gives it carte blanche to consider such matters if the promise isn't kept, a majority still 
tends to the belief that the percentage of time devoted to commercials and their 
frequency come under the heading of programing practices. 

While this could change, the matter is not getting anything like priority attention, and the 
Minow speech doesn't mean anything will be done in the foreseeable future. 
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A round-up of trade talk, 
trends and tips for admen 
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Look for one of the more publicized copy-oriented agencies to lose its toiletries 
account principally because of a series of differences with the client over copy 
themes. 

The agency president's consistent stance with the account: our judgment on copy has 
withstood the test of time and you can take it or leave it. 



Watch for the soap giants to veer their product expansion more and more to- 
ward high-profit items. 

The basic reason is simply this: mounting distribution costs of the tonnage brands has 
tended to narrow the per package profit to a disturbing point. 



One of the tv network's system for screening pilots of next season's schedule 
is causing a burn among sundry agency people. 

This network's tactic is to tell the inquiring agency: let us know what your budget is 
and then we'll Set up a screening. 

One agency's plaint: the network put us through four postponements before an op- 
portunity was afforded for a look at a couple of designated pilots. 
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There's random agency complaint about the Four A's-endorsed SUA promul- 
gated system for standardizing the shipment of film commercials to tv stations. 

Under that system the films are not directed to any one's attention but simply addressed 
to the operations desk. 

The theory, say the dissenting agencies, is fine, but in practice the scheme doesn't work 
out just right because of these two factors: 

1) Quite a number of stations have downtown offices and apparently the films are 
often delivered there instead of out to where things originate on the air. 

2) A goodly percentage of the "operations desks" are not acknowledging 
ceipt of films. 



re- I 



Embarrassment may be the word for one of the toprnng agencies which sud- 
denly discovered that it had bought the wrong kind of computing machine. 

What it had figured on was one of those electronic calculators that can scan data and 
give out with a sequence of possibilities but what it acquired was a mechanical book- 
keeping operation. 

The result: the lineal programing jobs have to be fanned out to outside com- 
puter organizations. 

The breeding of Black Angus cattle as a sideline is getting to be quite a thing 
in the ranks of admen and others involved in air media. 

Among those deeply immersed in building up Black Angus herds both as an investment 
and hobby are McCann-Erickson'B Marion Harper, Jr., Blair's Ed Shurick and Henry 
f. Cliristal, who heads the rep firm of the same name. 
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MORE KANSANS VIEW KTVH THAN ANY OTHER KANSAS TV* 

i 




Diversified economy brings stability to the rich Central Kansas market with an esti- 
mated $1,500,000,000 effective buying power . . . more than 290,000 TV families, all 
within the BIG COVERAGE of KTVH. And most important - these 290,000 families are 
Kansas families, viewing TV programmed for Kansans. KTVH dominates the hub of this 
rich Central Kansas area - WICHITA, HUTCHINSON, plus coverage over 13 other 
important communities with 100% unduplicated CBS programming. To sell Kansas . . . 
buy KTVH ! 



* Nielsen, February 1961 
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they don't all 

crumble 
the same... 





Media budgets are like cook- 
ies. No two break alike. Nor 
should they. Every client prob- 
lem demands a different solu- 
tion. And it's your problem to 
be sure that your client is get- 
ting the whole cooky for his 
money, not just the crumbs. 
Often a switch in media can 
make the difference. If you've 
been in print, you'll like the 
way Outdoor stands up there 
alone— with nobody else's mes- 
sage competing. If you've been 
in TV, you'll appreciate the 
breathing space Outdoor gives 
your message — and the low 
cost (compare Outdoor's 36 
cents per thousand with prime 
TV's $4.00 ) ! Outdoor actually 
reaches more people, more 
often at lower cost than most 
primary media. Your client's 
story, bigger than life, in full 
color, is still selling prospec- 
tive customers just three min- 
utes away from the cash reg- 
ister. Outdoor is the marketer's 
medium. So, before you start 
planning next year's budget, 
be sure to call your Outdoor 
advertising representative or 
your nearest plant operator. 



OUTDOOR^k ADVERTISING 
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WRAP-UP 

(Continued from page 52) 

geared to the upper-echelon of the 
agency shop. 

Some features: tv household 
counts by states and counties from 
the January 1962 ARB estimates; 
station and market rankings by vari- 
ous criteria; individual market in- 
formation, including coverage data; 
total retail sales based on the latest 
available Sales Management figures 
for both the metro and total "mar- 
keting area." 

Financial report: As part of its finan- 
cial report, Capital Cities' Broadcast- 
ing announced the acquisition of 
New York Subways Advertising Co., 
to be operated by CC's associates in 
the venture, O'Ryan & Batchelder. 
Other news: 1961 earnings were 
$1,088,197 vs. $800,285 in 1960. Sales 
increased from $8,421,321 in '60 to 
$11,803,781, and per share earnings 
rose from 70 cents to 93 cents. 

Ideas at work: WSOC-TV Charlotte, 
will award the $1,000 scholarship 
which it won from the Thomas Alva 
Edison Foundation to an outstand- 
ing high school senior in the area. 

Happy birthday: to WSOC-TV, Char- 
lotte, which celebrates its fifth year 
on the air 28 April. 

PEOPLE ON THE MOVE: Robert L. 

Meyer to promotion-publicity direc- 
tor for WISN-TV, Milwaukee . . . John 
Bunham to account executive at 
WJXT, Jacksonville . . . William R. 
Murdoch to director of sales serv- 
ices of KSL-TV, Salt Lake City . . . 
Phil Cowan to vice president, public 
relations for Metropolitan Broadcast- 
ing .. . David Binder and Winston 
L. Kirby to account executives at 
WJRZ, Newark . . . Fred L. Vance to 
general manager of Alvarado Tele- 
vision Co. . . . John W. Davidson to 
account executive with WTVJ, Miami 
. . . James Fletcher and John Bar- 
nard to the sales staff of WLBW-TV, 
Miami . . . John J. Laux and Fred 
Weber to vice presidents of the ra- 
dio-tv division of United Printers 
and Publishers . . . Anne Sylvester 



to public relations coordinator for 
WRC-TV, Washington, D. C. 

Radio Stations 

The first in what will probably be a 
string of kudos for LeRoy Collins, 
who took an aggressive stance to- 
ward the FCC at the NAB conven- 
tion, has come from the Missouri 
Broadcasters Assn. in the form of a 
resolution. 

The resolution lauded his "strong, 
positive, and enlightened leader- 
ship" as a major factor "in inspiring 
the self-discipline that will deter 
unwarranted governmental control 
and interference." 

Ideas at work: A $1,000 cash prize 
was given a lucky listener during 
the inaugural period of KTHT, the 
new station in Houston which calls 
itself "Demand Radio 79" ... The 
WINS, New York listener who sent 
in the best new way to use NOXON 
Metal Polish won a food freezer 
filled with $500 in "cold cash" . . . 
Hardwick, the morning personality 
on KVI, Seattle, offered listeners 
copies of "Hardwick's Coloring 
Book" and the five winners of the 
contest will accompany Hardwick to 
Hawaii on 4 May . . . WIND, Chicago 
initiated its new "Nice Things Hap- 
pen to People Who Listen to WIND" 
promotion with a courtesy parking 
day. By arrangement with the village 
of Elmwood Park, station personnel 
covered parking meters with promo- 
tional lids and paid for all meters 
during the busy shopping day. 

Kudos: John F. Pival, president of 
WXYZ, Inc., got the annual "Man and 
Boy Award" of the Boys' Clubs of 
Detroit . . . John E. Fetzer, promi- 
nent broadcasting executive and 
president of the Detroit Tigers base- 
ball team, won Muzak's Golden Ear 
Award for 1961 . . . WGBS, Miami 
won a Freedoms Foundation Award 
for its series of public service spots 
on the meaning of Constitution 
Week . . . Lloyd E. Yoder, NBC v.p. 
and general manager of WNBQ- 
WNAQ, Chicago, received the Chi- 
cago Business Men's Orchestra an- 



nual award for "distinguished con- 
tributions to music." 

PEOPLE ON THE MOVE: Len Horns- 
by to west coast division manager 
for Community Club Awards . . . 
Richard L. Gravel to managing direc- 
tor of WTAG (FM) and Herman H. 
Kramer to sales manager of WTAG 
(AM), Worcester, Mass. . . . Michael 
DeLany to sales representative for 
KGO, San Francisco . . . Neal Per- 
lich to account executive at WMIN, 
St. Paul . . . Edward J. Peters to as- 
sistant manager of radio for WMBD 
(AM & FM), Peoria ... Leo V. Collins 
to advertising-promotion director for 
WXYZ, Detroit. 

Fm 

Latest step in what seems to be a 
trend among fm stations is the band- 
ing together of five outlets to form 
The New England FM Group. 

The group is for sales only and, as 
each station will continue to pro- 
gram individually, it does not con 
stitute a network. They will be sold 
as a package, however, with no sale 
except group sales. 

Stations involved: WGHF, Brook 
field, Conn.; WBMI, Meriden, Conn.? 
WKOX, Framingham, Mass.; WPFM, 
Providence, R. I.; and WMTW (FM), 
Portland, Me. 

Networks 

One striking indication that the pro 
verbial "Golden Age" of live tv drarru 
is definitely a thing of the past arte 
not likely to rear its creative heac 
in the foreseeable future is a pro 
posed action by the Directors Guili 
of America. 

At an emergency membershi| 
meeting tonight (16), the DGA wi| 
consider a change in the Constitq 
tion and By-Laws which would dro 
from membership all live tv direcj 
tors. 

The expulsion, if approved by 
written vote of majority, would als 
include state managers, associat 
directors and program assistant 
now being serviced through the Ea$ 
ern Regional Board of the DGA. 
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ABC TV has won the latest race for 
a primary affiliate in a two station 
'market. 

Station in question is KATC-TV, 
"Lafayette, La., which goes on the 
air approximately 1 September. The 
other station, KLFY-TV, is in the 
3BS stable. 



Sales: NBC TV sold two thirds of the 
15 April "Bob Hope Show" to Beech- 
Mut (Y&R) ... the All-America Game 
)n 29 June to Phillips Petroleum 
Lambert & Feasley), Carter Products 
SSC&B) and Bristol-Myers (DCS&S) 
. . ABC TV sold an alternate half 
lour of "Hawaiian Eye" to Colgate 
Bates) for the fall . . . Gillette and 
3ristol-Myers bought into ABC TV's 
summer edition of "Wide World of 
sports." 

alent note: CBS Radio and TV has 

enewed Arthur Godfrey for another 
■ear. The tv angle: he'll do three 
pecials during the 1962-63 season. 

: inancial report: AB-PT declared the 
lecond quarterly dividend of 25 
I ents per share on the outstanding 
I ommon stock, payable 15 June to 
I idders of record on 18 May. 

Representatives 

ivery-Knodel is getting in some 

I uick plugs for its station in South- 
estern Louisiana before it loses its 
lonopoly in that tv market. 

I I The firm reps KLFY-TV, Lafayette, 
I ir a long time the only tv station 
) '1 the wealthy petroleum-gas-mining- 

arming area. 

f A qualitative and quantitative 
tudy on the market which docu- 
lents the coverage of KLFY-TV (a 
3S affiliate) is being circulated by 

• -K which will have a competitor in 
afayette come 1 September when 
ATC-TV signs on the air. 

I P.S. The new station will join the 

I BC TV lineup. 

ep appointments: KQV, Pittsburgh 
i Robert E. Eastman for national 
'ales, effective 1 May ... WHIZ (AM- 
jM & TV), Zanesville, to Ohio Sta- 
ons Representatives for Ohio sales. 



Kudos: Frieda Anderson, secretary to 
Donald C. Peterson who manages the 
Des Moines office of H-R Television, 
was elected secretary of the local 
advertising club. 

Film 

The Ziv-UA sales force is going into 
the field today (16) with an all-out 
campaign to sell its syndication 
leader for the fall, "The Story of . . ." 

Sales prior to this drive number 
around 25 but Ziv-UA is touting one 
in particular: Marine Trust Co. of 
Western New York (BBDO) bought 
the show on WBEN, Buffalo for a 
firm 52 weeks. 

Financial report: ABC Films reports 
that the first quarter of the year is 
almost 50% ahead of the similar 
period a year ago, with a good deal 
of the increase in the Canadian and 
Foreign divisions. Most active prop- 
erty overseas is "Ben Casey," cur- 
rently in 14 countries. 

Sales: ITC's "Jeff's Collie" to Ideal 
Toy Corp. (Grey) for 11 markets, rais- 
ing the total markets to 117 .. . 
Seven Arts' volume three of po:t- 
1950 Warner Bros, features to six 
more stations, raising total markets 
on that group to 34 . . . Sales status 
of MCA TV's recently-released off- 
network series now stands at 40 
markets for "Dragnet," 11 for "Fron- 
tier Circus" and 26 for "Thriller" 
. . . UAA's post-1948 UA features (32) 
to KMBC-TV, Kansas City. Lease 
covers the A-OK group, currently in 
75 markets . . . Seven Arts Boston 
Symphony Orchestra Specials (13) to 
WTRF-TV, Wheeling, KFSA-TV, Ft. 
Smith, and KOLO-TV, Reno. SA also 
sold 131 post-50 features and 11 
special features to WSAU-TV, Wau- 
sau, Wis. . . . Screen Gems' post-48 
Columbia pictures to WTAR-TV, Nor- 
folk, raising the market total to 73. 

New properties: "Gadabout Gaddis — 
The Flying Fisherman," a new series 
of half-hour programs, being distrib- 
uted by Gadabout-Gaddis Produc- 
tions . . . "Cain's Hundred," just re- 
leased by MGM-TV for syndication 



and sold to three Metropolitan 
Broadcasting stations . . . Banner 
Films has acquired the world-wide 
distribution rights to the Collier 
Young series, "Crime and Punish- 
ment." First sales are to KTLA, Los 
Angeles, WFAA, Dallas, WNEW, New 
York, WTTG, Washington, WTTV, In- 
dianapolis, KOVR, Sacramento and 
WTVH, Peoria . . . MCA TV will syn- 
dicate 70 full-hour episodes of 
"Checkmate," now on CBS TV . . . 
Cinema-Vue Corp. is distributing the 
Pathe Educational Films. 

Diversification: Screen Gems and 

Telesistema Mexicano, S.A. have 
jointly purchased a half interest in 
Estudios Gravason, major film dub- 
bing firm in Sao Paulo, Brazil. 

Production agreement: Filmways and 
Magnum Photos, international co- 
operative picture agency, have 
formed an affiliation for tv film pro- 
duction, with Magnum assigned di- 
rectorial and editorial capacities for 
specific productions. 



NEW ORLEANS' 
ONLY STATION 
WITH MOVIES 
EVERY NITE! 

BUY 
IT! 




Represented nationally bv Katz 

WWL-TV 

@NEW ORLEANS 
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PEOPLE ON THE MOVE: 
Bert Herbert to research manager 
at Buena Vista syndication division 
. . . Howard M. Lloyd to western 
division manager for ABC Films 
. . . Harry M. Pimstein to vice 
president and general counsel of 
Pathe News . . . Ted Swift to head 
of the northeastern territory for Uni- 
versal Entertainment Corp. . . . Philip 
Nicolaides to promotion and sales 
development manager of Videotape 
Productions of New York . . . Law- 
rence E. Madison to director of the 
industrial and documentary film di- 
vision of Filmways . . . Steve Krantz 
to head of international division 
sales at Screen Gems . . . Ray Junkin 
to general manager of Screen Gems 
(Canada) Ltd. . . . Frederick L. Gilson 
to manager of the CBS Films office 
in St. Louis, to be replaced in At- 
lanta by Jack Waldrep . . . Horace 
W. "Buddy" Ray to operations man- 
ager of Storer Programs, Inc. . . . 
Bernard Tabakin to president of 
NTA . . . Leonard I. Kornblum to 
vice president and treasurer at ITC 
. . . Bradley L. Gould to account ex- 
ecutive for the Cellomatic division 
of Screen Gems . . . Charles Barclay 
and Robert F. Briody to vice presi- 
dents at Raymond Scott Enterprises, 
producers of musical and electronic 
commercials . . . Milton P. Kayle has 
resigned as v. p. in charge of busi- 
ness and legal affairs for ITC to join 



VIP Radio as executive v. p. . . . Mil- 
ton Rogin and Thomas Howell to 
vice presidents of the Cellomatic di- 
vision of Screen Gems . . . Robert 
B. Morin to v. p. and general sales 
manager of Allied Artists Tv . . . 
John Shaw to president of Mobile 
Video Tapes . . . Herman Keld to 
sales coordinator for MGM-TV. 

Station Transactions 

Leon S. Walton of Monroe, La. has 
increased his radio station proper- 
ties to five with the purchase of 
WAPX, Montgomery. 

The station went for $105,000 and 
the seller was Ralph W. Allgood. 

Walton also owns KMBL, Monroe, 
KJET, Beaumont, Tex., KCIJ, Shreve- 
port, and WNOO, Chattanooga. 

Broker was Blackburn. 

Public Service 



The National Safety Council has 
doled out its non-competitive Pub- 
lic Interest Award which annually 
honors exceptional service to safety 
by mass communication. 

A record of 657 awards were made 
for 1961 and the broadcasting in- 
dustry fared very well in the dis- 
tribution of honors: 243 radio and 
69 tv stations, six radio networks (na- 
tional and regional) and one tv net- 



work were recognized by the Coun- 
cil. 

Public Service in Action: WTOA (FM), 
Trenton has initiated a weekly series 
of programs in cooperation with the 
FTC called "Advertising Alert," to 
inform the public of false advertis- 
ing claims . . . The "Columbia Lec- 
tures in International Studies," this 
year's educational tv project pre- 
sented by Metropolitan Broadcasting 
and Columbia U., will be syndicated 
to stations by Banner Films . . . 
<\ series of WROW, Albany, features 
which trace the development of New 
York State have been endorsed as 
teaching aids by the states' division 
of educational communications . . I 
WSAZ-TV, Huntington-Charleston is 
devoting a 15-minute segment of the 
"Good Morning Show" to interviews 
with lawyers on points of interest to 
the general viewing public... WRCV- 
TV, Philadelphia is urging viewers to 
"Do Something This Weekend" b4 
promoting the city's scientific, his- 
torical and cultural museums. 

Kudos: The Public Relations Ad- 
visory Committee of the California 
Teachers Assn. has selected KABC 
as the only Los Angeles radio sta] 
tion to receive its Annual Communi- 
cations Award for outstanding con 
tribution to promoting a bettei 
understanding of public educatior 
during 1961 . . . WBBM, Chicago, go 
a National Conference of Christian; 
and Jews Certificate of recognitior 
award for its "Spectrum" series o 
religious programs . . . WIL receivec 
special recognition for its efforts ir 
the 1961-62 Greater St. Louis Unitec 
Fund campaign . . . WCAU-TV go 
the Public Service award of thi 
Philadelphia County Council of th< 
Jewish War Veterans for "The Amet 
ican Image" . . . Taft Broadcastin, 
exec. v.p. L. H. Rogers, II got th 
"Americanism" award from the Harr 
ilton County Council of the Amer 
can Legion in Cincinnati . . . WFBrV 
TV, Indianapolis won the Annua 
Award for outstanding service to Ir 
diana Electronic Service Technician 
. . . WPRO-TV, Providence won 
Freedoms Foundation Honor Cei 
tificate. ^ 



our clients are our 
best advertisements 

In negotiating for broadcast properties, the reputation of a 
broker is vour best protection. Hundreds of satisfied Blackburn 
clients provide eloquent proof of the reliability of our service. 
No lists are sent out: each sale is handled individually. 
Our knowledge of the market protects you from the 
hazards of negotiating on your own. 

!BLA.CI^.!BXJjR/]N r & Company, Inc. 

RADIO • TV • NEWSPAPER BROKERS 
NEGOTIATIONS • FINANCING • APPRAISALS 

WASHINGTON, D. C. CHICAGO ATIANTA BBVBRLY HILLS 

James W. Blackburn H W Cassill Clifford B. Marshall Colin M. Selph 

Jack V. Harvey William B. Ryan Stanley Whitaker Calif. Bank Bids. 

Joseph M. Sitrick Hub |ackson Robert M. Baird 9441 Wilshire Blvd. 

RCA Building 333 N Michigan Ave )<>" n C. Williams Beverly Hills, Calif. 

FEderal 3-9270 Chicago, Illinois 1 102 Healey Bldg. CRestview 4-2770 

Financial 6-6460 JAckson 5-1576 
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GO TOGETHE 

We've visualized it. Now let's prove it. 

The graphs above are actual studies of two markets in the top twenty. Both are in the east. Market! 
is smaller than Market B. That's what makes it so interesting. 

Market A is smaller in tv home potential, in metro sales, in total tv market sales, in average honj 
viewing, in net weekly circulation. 

BUT . . . FOR THREE YEARS RUNNING, THE THREE TV STATIONS IN THE SMALLER MARKE 
BOUGHT MORE TRADE PAPER ADVERTISING THAN THE THREE IN THE LARGER ONE. TODAY, TH 
SMALLER MARKET HAS ROUGHLY $1,000,000 MORE IN NATIONAL SPOT THAN ITS BIGGEj \ 



BROTHER. 

Isolated case? Not at all. It happens all over the country just too frequently to be called a coincidenc 




IIKE A 



(creased National Spot and Trade Paper Advertising seem to go together like a horse and carriage 
Id apparently, even in broadcasting, "you can't have one without the other." 
W own station may be in one of the two markets above. We'd be glad to give you all the facts, in 
|:rson, any time at all. 
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WHAT ARE 
YOUR 

PHOTO 

REQUIREMENTS? 
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"HAD1BUTKNOWN" 



Wi 



hen we show a prospective client 
just a few samples of our publicity 
photography, he inore-than-likely ex- 
claims, "Hadibutknown!" This puzzles 
us for a moment but then he con- 
tinues, nodding with approval. "Such 
fine photos," he says, "such fair rates 
('did you say only §22.50 for 3 pic- 
tures, $6 each after that?') — and such 
wonderful service ('one-hour delivery, 
you say?') — why, had I but known 
about you I would have called you 
long ago." Well, next thing he does is 
set our name down (like Abou Ben 
Adhem's) to lead all the rest of the 
photographers on his list. Soon, of 
course, he calls us for an assignment 
and from there on in lie gets top 
grade photos and we have another 
satisfied account. (Here are a few of 
them: Association of National Adver- 
tisers — Advertising Federation of 
America — Bristol-Myers Co. — S. 
Hurok — Lord & Taylor — New York 
Philharmonic — Seeing Eye — Visit- 
ing Nurse Service of New York.) Why 
don't you call now and have our rep- 
resentative show you a few samples 
of our work? 



IlllllllllllllllllllllllllllllllllllltUillllllllllllllUlllll^ 



BAKALAR-COSMO 
PHOTOGRAPHERS 

111 W. 56th St., N.Y.C. 19 
212 CI 6-3476 
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James Conley has moved up to exeeuti 
viee president and general manager of AB 
TV National Station Sale?, sueceedin 
Theodore Shaker who is the new preside 
of the unit and also president of the 
o&o's. Conley ? s been viee president ait 
general sales manager sinee last Noven 
her. He joined ARC from WCAU-TH 
Philadelphia, where he was general sale 
manager sinee 1958. Previously, he had been with CHS TV Spc 
Sales and was national sales manager of WISH-TV. hidianapoli< 

Channing M. Hadlock has been ap- 
pointed \iee president and director of radio 
and tv of Chirurg & Cairns. Hadloek joined 
James Thomas Chirurg in 1959. prior to 
the merger with Anderson & Cairns. Be- 
fore that he was viee president and tv-radio 
director with Hose-Martin Advertising. 
Earlier he was an aeeount executive with 
Quality Bakers Advertising and produeer 
at Cunningham & Walsh. Other posts ineluded Parents Magazine a 
public relations director and press news editor with jNL!d 



Geno Cioe, veteran of the station re| 
field, has been named head of the Detroi 
offiee of II-R Television, Ine., H-R Reprtj 
sentatives. Cioe has been national sale 
manager of Knorr Broadcasting Corfj 
for the past two years. Prior to his tenur 
at Knorr, Cioe was a senior aeeount mal - 
with Headley Heed in Chieago. He alsl 
headed up sales development for the Head 
ley Reed organization in \ew York A native of Chieago, Cio 
attended Louisiana State University. 





Mori Greiner has been appointed station 
manager for KMBC-TV, Metropolitan 
Broadcasting's outlet in Kansas City. Grein- 
er joined KMBC-TV in 1953. when the 
station went on the air. He moves up 
to station manager from his former post 
as program manager. He first began his 
career in 1916 with WHB. Kansas City as 
editor of Swing magazine. He also served 
as promotion manager and elient serviee manager. Between 1950-195. 
he was copy director and aeeount executive at Rogers and Smith 1 
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frank talk to buyers of 
air media facilities 



The seller's viewpoint 



'atus symbols today have changed from monetary success to cultural in- 
rests. Jack G. Thayer, vice-president and general manager of WHK, Cleve- 
\nd. Ohio has used this knowledge in a "Silent Self approach which has 
lid off in increased sales from advertisers and agencies. The new approach 
nters around trade advertising — not novel in itself. But "how we use it. 
\idhow ive merchandise it, represent a sharp departure from accepted prac- 
i^es." Thayer began his broadcasting career in 1942 in Rapid City, S. Dak. 
[ftenvards he was a radio personality, salesman, and station manager. 




"Silent Sell" could make industry noise 



ow Jo you capture the flavor of a broadcasting sta- 
ll hundreds of miles from the buying centers of ad- 
tising? 

This problem faces most radio and tv station manage- 
nt. In many cases, it's resolved through airchecks, 
nple programing, flip-card presentations, voluminous 
rds describing day-to-day station activity (its relation- 

Ip to the community, its personalities, its news coverage, 

I sound) . 

I There's another approach, often overlooked, which has 
Inderful possibilities. Call it the "Silent Sell." 
[ n our efforts to gain new business, we spend most 
m the time on the immediate sale. We're occupied with 
klgets that are already available and usually allocated 

■ our own medium. The big question is will it go to 

station or another in the market? 
L -Ve should, however, spend some time, effort and 
liney — on the "Silent Sell." This requires long-range 

■ nning and execution — never an easy chore when you 
me the day-to-day sale as the first and most important 
*> er of business. 

[ r our best approach is to look for a new avenue of ex- 
p^sion. Program schedules, rating books and rate cards 
a vitally important, but the "extra something" or "Silent 
S " must come through another avenue, 
fie know that the client and/or agency doesn't have 
tie to pour over lots of words, or visit each market for 
fi -hand information. 

I 'ur new approach centers around trade advertising . . . 
tt'ch certainly isn't a novel technique. But how we use 
it ind how we merchandise it to the trade, represent a 

isl 'p departure from accepted practice. 

S/c knew there was tremendous and growing interest 
Hiulture, shared by people in advertising. Status symbols 
to,iy have shifted from automobile, home and swimming 



pool to music, ballet, travel, theater, foreign films . . . and 
original art. With this in mind, we commissioned Tomi 
Ingerer. a well-known humor illustrator, to develop a 
series of ads on "The Art of Listening." Here was a man 
who has written and illustrated numerous children's books, 
and contributed to magazines such as Esquire, Show, 
Holiday and Sports Illustrated. 

We believed Tomi would be ideal for this assignment 

Tomi's message was direct and colorful. It demanded 
attention and contained tongue-in-cheek humor. There 
was also an abundance of subtle selling power. 

Reaction was so good that we ran a second series of 
trade ads centered around the theme "Earresistible" (a 
word coined by Tomi). We tried to impress our prospects 
with our "sound" approach to entertainment, service and 
sales know-how. 

We then began to get requests for Tomi's art creations. 
At this point, we decided to prepare a "Tomi" portfolio 
which consisted of the last six ad illustrations handsomely 
mounted in an art portfolio, with each drawing suitable 
for framing. In a short introductory paragraph, we ex- 
plained our reasons for issuing the portfolio. No direct 
sell was made for the station. Our hope was that this 
artistic approach would give pleasure, act as a conversa- 
tion piece and, most of all, have remembrance value. 

In the past few months, our "Silent Sell" has paid off 
in increased sales from advertisers and agencies. Many 
people who noted our unique Tomi Ungerer trade ads have 

We believe radio stations must always be receptive to 
new approaches, in meeting old problems. Although the 
artist's paint brush, electronic sound and trade advertising 
may appear far moved from each other, the union of 
the three provided a new dimension of effectiveness for us. 

Perhaps sometime you'll think about how a "Silent Sell" 
can give individuality to your radio or tv station. ^ 
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SPONSOR 
^ SPEAKS 

Enlightened self-interest 

It appear- likely that this -e-sion of Congress may enact 
the All-channel sot legislation propo-ed In Congressman Oren 
Hani- and his llou.-c Interstate & Foreign Commerce Com- 
mittee. It this happen- all television sets sold in the U. S. 
will he equipped to receive any "v"" or '*»*' channel within 
the viewing area. And thus one of the chief harriers to uhf 
.-tatu.- a- a first class citizen — the ahility of all receivers in an 
area to view the "u"' station — will he gradually eliminated. 

There is little opposition to such legislation. The President, 
important element- of Congress, the FCC. the largest of the 
-el manufacturer- (RCA. Zenith, and GE). the NARDA 
(dealer-" appliance a-.-n.) as well a- most broadcasters favor 
the television set eapahle of hringing in all 12 vhf and 70 
uli f rhanucl.-. Only the Electronics Industries Association is. 
officially opposed. 

Much credit for tin.- amazing degree of unanimity must go 
to the Association of Maximum Service Teleeasters (AMST). 
one of the most veniarkahle organization- in any industry, 
which attracted 220 delegates representing practically all of 
its 160 member stations to its meeting just prior to the NAB 
Convention. Quietly and efficiently. AMST has for years pur- 
sued a course described hy a leading broadcast figure as 
"enlightened self interest."' Since many of the nation's lead- 
ing vhf stations belong to AMST, '"enlightened self interest" 
might have meant an assault on "u" stations. But since 1959 
AMST has vigorously fought for the all-channel set. Earlier 
it pressed to remove the excise tax on "u" sets. Currently it 
is expending $100,000 to research the ability of the govern- 
ment experimental uhf station in New York to cover its area. 
AMST hope- to improve uhf".- opportunities and help it enjov 
a heller commercial status. 

Much credit for setting an enlightened policy and an ener- 
getic follow -through goes to Jack Harris, head of K PRC-TV. 
Houston, who has served as president since its inception and 
Lester W. Lindow. AMST executive director. And we've 
noted through the years that Board Members (who include 
many of the best-known broadcasters) drop whatever they're 
doing and come running whenever there's AMST work. ^ 



lO SECOND SPOTS 

Language: Abe Burrows, co-aulhoi 
of "How lo Succeed in Business With 
out Kealh Tr\ ing" and regular gues 
on WIlC's P.M show, was listening u 
Bcrgan Evans' comments about .\oaI 
Webster. "Webster. " said Evans, "hac 
an amazing command of the language 
\udiences were spellbound by hi 
master\ of words. His English wa 
just perfect." "Mine would he too.' 
interrupted Burrows, "if 1 wrote m 
own dictionary." 

After dinner speaking: After Moi 
Sahl had paralyzed a banquet aud 
ence. Adlai Stevenson, who wa 
scheduled to follow him, stood u 
and said: '"Gentlemen. I was in th 
lobby before, talking to Mr. Sahl, anl 
he confessed to me that he didn't ha\ 
a speech for tonight's occasion, 
graeiously gave him my speech. ? 
yon have just heard it." 

Yankee reasoning: A New Yoi 

media director who summers on Fii 
Island got a phone call during tl 
heavy storms several weeks ago fro 
one of the island's Yankee-type n 
li\ es. 

'"The storm's hitting the islar 
pretty hard." be was told, "and 
looks like your house is going 
blow awav." 

"My rotten luck!" said the med 
man. "Is there anything 1 can do: 

"Well." the caller said, "I tboug 
you might want lo put more insu 
ance on the house." 

Education: Interviewed by the i 
quiring photographer of a New Vo 
newspaper, a baseball fan sai 
"Watching tv is very educational, 
used lo lake me 10 minutes lo sha\ 
Now I do il between innings." 

Showbiz: An unemployed televisi 
actor applied for a job last week 
he a giant bunny in a inidtown X< 
York department store during I 
Easter season. He lold the persond 
man thai he had experience worki,' 
two seasons as both a bunny and* 
Santa Claus in the largest departmU 
store in Brooklyn. The personr 
man said. "Well, that would he fi* 
for an off-Broadway store, bul * 
want Broadway experience." 
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IMPETUS 



A little extra effort Is offered to all 
advertisers using WOC-TV. A knowledge- 
able sales-coordinating staff works with 
all the elements of the marketing struc- 
ture to insure the success of the advertis- 
ing campaign. Consistent program pro- 
motions, merchandising information to 
retail outlets, and personal contacts 
with reps, brokers and direct salesmen. 
A 2 billion dollar retail market merits 
attention, and it gets it willingly from 
WOC-TV. 




WOC is more than a member of the community . . . 
it's a member of the family. With responsible local 
programming, WOC-TV has created a loyal 
audience that responds with enthusiasm. 

Such attention carries a tremendous impact on the 2 billion 
dollar market covered by the WOC-TV signal. The average 
household spends $4,246 on retail sales 
and part of that expenditure has come about 
because they heard and saw it on WOC-TV. 

The image and impact created by WOC-TV is given impetus 
by an effective sales co-ordinating staff that establishes 
constant liaison between the advertiser and his retail outlet. 

For full information about WOC-TV, 
see your PGW Colonel . . . today! 



WO€ 




Exclusive Motional Representatives — Peters, Griffin, Woodward, Inc. 

DAVENPORT, IOWA 

THE QUINT CITIES / DAVENPORT.* BETTENDORF • ROCK ISLAND • MOUNE • EAST MOIINE 




ON CHANNEL 10 
IN ROCHESTER 
THE ODDS 
ARE ALL IN 
YOUR FAVOR! 



N.Y 



No need to tell you that market selection and time- buying are an uncertain, tricky busi- 
ness. But in Rochester (New York) you have these good facts working for you, reducing the 
risks to a minimum: 

1. The highest per capita income in Up-State New York; and the 
second highest in the entire state. 

2. The lowest unemployment index in the entire state. 

3. The highest percentage of home ownership in the state, and 
15% above the national average. 

4. Economic stability free of violent up and down cycles. 

And when you select WIIEC-TY as your TV vehicle, you're assured: (1) A full dollar's 
worth on the dollar invested. No "cheating" on time. No triple spotting. Clean produc- 
tion, guaranteed, or your money back. (2) Audience respect, earned by W11EC-TV through 
careful, skillful station devotion to local as well as network programming. 

Buy Rochester— buy W'l 1EC-TY— and rest assured your client's money is soundly invested 
at a minimum risk. 



WHEC-TV 



Television, Inc. 




